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16mm SOUND MOTION PICTURE PROJECTOR 


Around the conference table, the Victor Lite-Weight with your 

own sales films gives the top demonstration of your product. Portable, 

compact and easily operated, the Lite-Weight is your top ‘‘traveling 
salesman”’ and “‘sales closer.”’ 


With countless 16mm films, the Lite-Weight also trains employees in 
safety principles and company techniques. For relaxation during rest 
periods, there are many entertainment films available. 


Ask your nearest Victor Headquarters for a Lite-Weight demonstration 
or write for Victor’s new industrial folder. 
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AMONG MANY CLIENTS SERVED REPEATEDLY BY CARAVEL: 


American Bible Society... American Can Company... American Telephone and Telegraph 


Company... Associated Merchandising Corporation ... Black & Decker Manufacturing Co. 


.-- Godfrey L. Cabot, Inc. ... Ethyl Corporation ...The B. F. Goodrich Company... Kenwood 


Mills... Mohawk Carpet Company... National Lead Company...Pepsi-Cola Company...The 


Pure Oil Company...Socony-Vacuum Oil Company, Inc....United States Rubber Company 
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THEY COME BACK TO 





It is more than a coincidence that so 
many of our clients return to us again 
and again...and we like to believe 


that the reasons are somewhat crystal- 


CARAVEL 











all times, and sticklers for detail. Of 





equal importance, they never lost in- 
terestinourcomplicated problemsand 


put considerably more time and effort 


lized in the following statements—the first by a _in our production than their contract called for.” 


large merchandising organization, the second by 


a great public utility, both of them specialists in 


top-flight service. 


“Able craftsmanship was expected. But to have 
received, in addition, such friendly, patient un- 


derstanding all along a difficult trail was a new 


‘We found them to be extremely cooperative at and delightful experience for us all.” 


When thousands, even millions of people, are the final judge, is it prudent 
to compromise with quality? After all, the TRUE yardstick is RESULTS. 


CARAVEL FILMS 


INCORPORATED 


New York * 730 Fifth Avenue ° Tel. Circle 7-6111 
Detroit * 3010 Book Tower * Tel. Cadillac 6617 
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SEATING PLAN 
FOR “PEARLEX” 
CARBON ARC 
PROJECTION 
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SEATING PLAN FOR NEXT BEST 16 MM SOURCE 
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OTH of these seating arrangements 

provide optimum screen visibility. Both 
employ the same objective lens and type of 
screen. Both give a screen brightness of 10 
foot-lamberts measured with the shutter run- 
ning, but without film. This optimum visi- 
bility is the recommendation of the Society 
of Motion Picture Engineers Committee for 
Nontheatrical Equipment. 

But what a difference in seating capacity! 
“Pearlex” carbon arc projection seats 412. 
The best other source seats only 114. You 
gain seating capacity for 298 people with- 
out sacrificing one iota of visibility. 

Furthermore, ““Pearlex” projector carbons 
give you the finest color-balanced light avail- 
able for 16 mm color movies. With the 
“Pearlex”’ trim you get richer, brighter, more 
true-to-life color reproduction. For complete 
information, write to National Carbon 
Company, Inc., Dept. B. 


The “‘Pearlex”’ carbon arc can be operated 


for 14 the cost of the next best light source. 


The term “Pearlex” is a registered trade-mark of 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


LICE) 


30 East 42nd Street, New York 17, N.Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 
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RETURN TO SALESMANSHIP is (1) a problem many firms face 
today or will soon face, and (2) the title of one of a series of 
16mm sound motion pictures which helps The Goodyear Tire & 
Rubber Company meet that problem. Filmosound projectors 
insure theater-quality presentations of the inspirational and 
instructive films at dealer training conferences throughout 
the United States. 





YOUR BUSINESS IS DIFFERENT, but it’s probable that you, too, 
have a job which movies could do better, faster, more 
economically, more profitably. Capable film producers are 
near you, ready to help you weigh the possibilities— without 
obligation. Write us for their names. 


BELL & HOWELL COM- 
PANY, 7108 McCor- 
mick Road, Chicago 45. 
Branches in New York, 
Hollywood, Washing- 
ton, D. C., and London. 


FINE PROJECTORS area 
“must” if your film is 
to pay maximum divi- 
dends. And the finest 
16mm sound film pro- 
jector, most commercial 
film users agree, is 
the... 
























TRAVEL BECOMES IRRESISTIBLE to people who see United Air 
Lines sound movies of far places. Now stimulating ticket 
sales is the beautiful new color film, ‘““High-Way to Hawaii,” 
available from the firm’s major traffic offices for group show- 
ings. Twelve Filmosound projectors—the kind United has 
used continuously since 1931—provide superb reproduction 
of pictures and sound. 







































THE OLD SWIMMING HOLE will be closed forever unless America 
awakens to the growing problem of lake and stream pollution. 
General Electric helps to win public support for sewage- 
treatment investments with the prize-winning movie, ‘Clean 

Waters.”’ And Filmosound projectors help assure showman- 

like presentations of the film for this qualified judge of fine 

electrical and mechanical design. 


Bell « Howell 








Television 
or 


NELLevision 


(We’ve got ’em both) 


Riot talking about the 
new form of communicatiton 


called Television. 


Yet, for many years the same 


wonders of combined sight 
and sound have been used by 
alert sales managers to train 
their 


salesmen and _ educate 


their dealers and distributors. 


The William J. Ganz Com- 
pany has been combining sight 
and sound on film for thirty 
years for some of America’s 


biggest organizations. 


If you want quickly, effective- 
ly and economically to broad- 
cast your policies and your 
ideas tradewise—or if you're 
looking for power-packed tele- 
vision commercials—send for 
us. We'll come running—with 


ideas. No obkgation. 


William J. Ganz 


COM PAN Y 


Producers of Business-Building Films 
40 EAST 49TH ST., NEW YORK 17, N. Y. 


Established 1919 
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THE MIRACLE 


A PICTURE THAT MOVED MILLIONS 


ELDOM has a sponsored motion picture 

won such national acclaim for its public 

service contribution as the Sinclair Oil 
Company's farm safety film Miracle in Para- 
dise Valley. 

More than two hundred prints of The Mir- 
acle have now gone to sponsoring companies 
and groups outside of the original sponsor's 
organization and at the expense of these inter- 
ested purchasers. Competing oil companies 
are among those who have acquired prints for 
use by their field representatives. 

A National Safety Council executive has 
called the film “the most effective instrument 
in promoting farm safety ever produced.” At 
a staff review held in Philadelphia, the editor 
of the Country GENTLEMAN magazine said 
that the picture moved members of this staff to 
unashamed tears. 


Primarily intended for the encouragement 
of planned farm safety campaigns, the film 
has been used just as effectively within urban 
industrial plants, One Ohio industrialist has 
purchased a number of prints for that specific 
purpose. Iwo state health organizations are 
taking the film on tour within their borders to 
develop health and safety programs in rural 
areas and small towns. 

As one film maker has said, The Miracle isa 
masterpiece of schmalz, but it has an under- 
current of reality and the casting is superb. 
Ihe role of John Barnes, played by Kirby 
Grant, is one of the best pieces of acting 
in many a year, in or out of Hollywood, 

As previously reported, the Sinclair Farm 
Program is the responsibility of Walter J]. 
Andree, manager of the company’s Merchan- 
dising Department. Frank J. Shanklin is in 
direct charge of the program. 














Castinc Gem: The part of Farmer 
| John Barnes in “The Miracle” 
| 


was played by Kirby Grant. 








Preparation makes such films what they 
are, Before The Miracle was written, repre- 
sentatives of Sinclair and the company’s ad- 
vertising agency, Hixson-O’Donnell counsel- 
led with the producer, Wilding Picture Pre- 
ductions, Inc. The producer worked with 
county agents in the field, the National Safety 
Council, the U.S. Department of Agriculture 
and Extension Service Department as well as 
a good cross-section of American farmers, 

Awhile back, Sinclair estimated that more 
than 600,000 farmers and their families would 
attend the 2,300 Farm Shows which the com- 
pany held in 36 states where its products are 
sold. That modest estimate will have been 
far exceeded by the efforts of the new-found 
friends which this outstanding film produc- 
tion has won. 

There's nothing wrong with this business 
that better pictures won't cure! —OHC 





BUSINESS 


SCREEN 


Ist National Business Journal of Audio-Visual Communications 


Office of the Publisher at Chicago 


O. H. Coelln, Jr., Editor 
Donald Shields, Assistant 


William Ball, Art Director 
Robert Whyte, Circulation 


William Cumming, Television 
New York Publication Office 
Robert Seymour, Jr., Eastern Manager at 489 Fifth Ave. 
Telephones: Riverside 9-0215 and MUrray Hill 2-2492 
Los Angeles Publication Office 
Edmund Kerr, Western Manager, at 5606 Sunset Blvd. 





Issue Four, Volume Nine of Business Screen Magazine. Published June 21, 1948. Issued 8 times annually at six- 
week intervals at 812 N. Dearborn St., Chicago, by Business Screen Magazines, Inc. Phone WHItehall 6807-8. O. H. 
Coelin, Jr., Editor and Publisher. In New York: Robert Seymour, Jr., 489 Fifth Ave. In Los Angeles: Edmund 


Kerr, 5606 Sunset Blvd. Subscription $3.00 (domestic) ; 


$4.00 foreign. Entered as second-class matter May 2, 1946 


at the post office at Chicago, Illinois, under Act of March 3, 1879. Entire contents copyright 1948. Trademark regis- 


tered U.S. Patent Office. Address advertising and circulation inquiries to Chicago office. 















BUSINESS SCREEN MAGAZINE 





















Ae cn oli at 


thee Niet Sd Stan ond 


















Revolutionary in design and operation, the Revere 16mm Sound Pro- 
jector brings professional quality sound movies within the reach of all. 
Now many more schools, lodges, churches and industries can afford 
the entertainment and educational advantages of sound movies at their 
very best. The rich, theatre-like tone.. 


. brilliant projection...amazing 


ease of operation...and exceptional, light-weight portability of the 
Revere“16” have been enthusiastically acclaimed by noted educators and 
audio-visual authorities. You, too, will agree that the Revere 16mm 


Sound Projector is a remarkable achievement. $287.50, complete. 





PS sabia Sail - 5 a 





LIGHT-WEIGHT 
ae ; : UNITI 


also as carrying case for pro- 

~ jector and all accessories. 

_ Makes a single compact unit, — 
weighing only 33 pounds! 


oo the remarkable, “Theatre-Tone”’ 


Revere/o yn SOUND PROJECTOR 4 


at PORT IO | 





EASY 


TO OPERATE 
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easy a child can do it. Other — 


“easy” features are: positive 


automatic re-wind... Control 


panel visible in dark... Quick 
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REVERE CANERA COMPANY . CHICACO 16, ILLINOIS 
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SOUND PROJECTOR 
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tx THE PAST THREE YEARS it has been our privilege to 
create several stories on film whose objective is to enhance the 
' health and happiness of all the people, and in them neither the 
sponsor's business nor his product is mentioned. Here are five of 


several such pictures of which 1,465 prints are now circulating: 


“By Jupiter,” a surly citizen battles through an average day; then he 
lives over that day to find that courtesy pays... Marshall Field & Co. 


“Miracle in Paradise Valley,” tragic results when known principles 


of safety are wantonly ignored on the farm... Sinclair Refining Co. 





“My Country,” the perils of soil erosion over the U.S. and the wisdom 


of preventive measures for conservation ... Goodyear Tire & Rubber Co. 


“Problem Child,” when puzzled parents consult a specialist in ado- 
lescent psychiatry, they learn how to train their daughter... Pet Milk. 


a “Strange Hunger,” scientifically controlled use of vitamins and the 


ensuing improvement in educational standards ... Gelatin Products. 


A client who thus attempts to influence the people for their 
lasting well being and without direct benefit to himself is surely 
storing good will for his wares and services. We are proud to 


write and produce motion pictures that follow this new trend. 


Creators and Producers A telephone call 
of Sound Motion Pictures to the nearest Wilding office 
for Commercial, Educational can arrange a showing 
and Television Application of any or all of these pictures 





Wilding Picture Productions, Ine. 
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Just what weve 
been saying, Mr. Coelln 


Ihe atmosphere of cooperation and frankness 
under which this Check List was created and 
developed is a good sign, Let_us_ proceed 
toward the more important goals of better 
films and bigger audiences 


OHC Business Screen Magazine 
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for example... 





One of many illustrations of successfully 
transterring a company “show” to film is seen 
in Armour and Company's series of “Cook 
ing School” pictures. So pleased_is Armour 
with the pictures and their results that the 
meat packing company_has_produced_three 
of them _in_as_many_years. The latest to be 
announced is Pantry Meal Magic, produced 
n Kodachrome with dialogue It is built 
around the Armour canned meat line. Prints 
have only been out a few weeks, but distribu 
tors report that Pantry Meal Magic, as well as 
two previous films, already has a long waiting 
List Ql consumer sudiences see — 


You Can AtmMosr Taste Tur Fravor 


No one has succeeded yét in putting “taste 
into 4 lomm film, but the producer, Associa 


ted Eilmakers, proved in Pantry Meal Magi 

that you can come close to doing just that 

ith good photogr iphy and the new commer 

ial Kodachrome Close ups of food dishes 

in this picture are guaranteed to stimulate 

ippeule 

FitmMs Reacuw 100 Times More Proprius 

the end of the present season, more¢ 

thar 000,000 people will have seen the 

\rmour consumer service pictures, according 

[his figure is probably 

s could be reached by pel 

Marie Gifford and her 

they have available 

Issue Bilin Volume Nine 

Business Screen Magazine 


Our aim is to make, not 
the most, but the BEST 
films in the 16mm ‘com- 


mercial field. 





ASSOCIATED 
FILMAKER S 


INCORPORATED 
45 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Phone: Columbus 5-8335-6-7 


9155 SUNSET BLVD., HOLLYWOOD 46, CALIF. 
Phone: Crestview 5-1164-5-6 


SHOWING DOES IT . . and Quicker 





National Audio-Visual Convention 


Opens in Chicago on August 6th 


NAVED TRADE SHOW AND MEETINGS 
OFFER REAL VISITOR ATTRACTIONS 


ANY ITEMS OF INTEREST to 
Business SCREEN readers. will be fea- 
tured at the National Audio-Visual 
Convention, which will meet at the Sherman 
Hotel in Chicago, August 6-11, 1948, The con- 
vention centers around the annual NAvED 
convention, but this year the meetings of the 
Educational Film Library Association, Film 
Council of America, and the Midwest Forum 
on Audio-Visual Teaching Aids will be added 
to make one complete national meeting em- 
bracing the entire audio-visual field. 
Serving as a focus of interest for everyone 
attending any of the meetings will be the 
large Navep Trade Show, with nearly 100 ex- 
hibit booths in which all makes of 16mm and 
other audio-visual equipment will be shown, 
as well as the latest films, filmstrips and other 
products. The equipment exhibits will in- 
clude wire, tape and disc recorders, sound 
cameras, motion picture projectors, slide and 
opaque projectors, overhead projectors, sound 
systems, room darkening materials, screens, 
and many other products, Exhibits of films 
and materials will be especially interesting this 
year because, for the first time, exhibitors will 
be allowed to stage showings in their exhibit 
booths. One enterprising exhibitor (Interna- 
tional Film Bureau) has engaged three booths 
in a row and plans to put in a “theatre” for 
regular film showings. 


LARGEST TRADE SHOW Is PROMISED 


All in all, measured in terms of size and 
of number of companies participating, this 
year’s show will be the largest audio-visual 
trade show ever assembled, 

The joint schedule of meetings begins with 
the annual meeting of the Midwest Forum on 
\udio-visual Teaching Aids, which will take 
place on Friday and Saturday, August 6 and 
7. The Forum is an “old-timer” among audio- 
visual meetings, and it attracts a compara- 
tively large attendance of educators from the 
Midwestern area, It provides an opportunity 
for school administrators, curriculum special- 
ists, audio-visual directors, producers of teach- 
ing materials, and others to discuss their prob- 
lems on a more or less informal “forum” 
basis. A unique plan involving selection of 
program topics by vote of those attending 
insures discussion of worth-while topics. 


EDUCATIONAL FitmM LIBRARIANS To MEE1 


Second national meeting on the schedule 
is the annual meeting of the Educational Film 
Library Association, which will open in a 
joint meeting with the Midwest Forum on 
Saturday, August 7, and continue until Mon- 
day morning August 9. The EFLA program 
is being planned by a special committee under 
the able direction of Harry Strauss of Chica- 





OLsON ANDERSON, President of the National 
issociation of Visual Education Dealers. 


go, and many questions of importance to 
everyone interested in films will be discussed. 
Some of the topics to be discussed in panels 
are, “Film Circulation Techniques and Prob- 
lems”; “Planning Institutional Film Produc- 
tions’; “Administering and Supervising a Film 
Program’; “Using Films in Adult Groups”; 
(PLEASE TURN TO PAGE TEN) 





for price and quality 


COMPCO 


precision manufactu red 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 





See Your Visual Education Supply Dealer 
or Write to Manufacturer for Information. 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 
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Greater than ever! Ge 
Nacoit*2982 


16mm. sound projector at this amazingly low price! 
(with silent speed) 







HERE’S PROOF! AMAZING ACTUAL TESTS 


ie 
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4 
IN HEAVY DEMAND 
BY THE INDUSTRIES 
WHICH PUT PORTABLE > WORLD'S FINEST 
} PROJECTORS TO THEIR 16mm. professional 
. SEVEREST TESTS. | sound film projector 
here’s why Natco is first in 16mm. projection NATCO, INC. 505 N. SACRAMENTO BLVD., CHICAGO 12, ILL., DEPT..1 
® The ONLY axial-flow cooling system! ® 2-inch F 1.6 coated lens Gentlemen: Please send me information and descriptive literature 
v @ The ONLY 8” P.M. speaker at the price! ® Frequency range 30 to 10,000 cycles without charge or obligation. 
a @ THE ONLY 5-watt amplifier at the price! ® Microphone and turntable attachment optional 
@ No convertors necessary, ® Projector only, with reel arms 28 Ibs. 
AC-DC 105-125 volt, 50 or 60 cycle ® Total weight — 37 Ibs. (Projector and Speaker in NAME 
@ Up to 2000 ft. film capacity one case) 
@ 750-watt lamp (1000-watts can be used) © Underwriters Laboratories approved ADDRESS. 








CITY. 
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Sound-On-Film 
0 wu Cameri 


F) eaten in Hollywood for the dis- 
criminating movie maker. Camera (less 
lens) priced from $1095.00, complete 
with amplifier, microphone, tubes, bat- 
teries, headphones and instructions. 
See your dealer or write today for fur- 
ther information. 


Records talking-pictures in black 
and white or color. 


Completely silent in operation, 
self blimped; no noise for record- 
ing microphone to pick up. 


Veeder-Root geared reset foot- 
age counter. 


Auto-Parallax View-Range Find- 
er available. 


Synchronous motor driven. 


Rugged Auricon “Iron-Vane” 
sound track recording galvanom- 
eter, never needs adjustment. 


RCA Licensed 
High Fidelity 16mm Sound-On-Film 
Guaranteed One Year 


Aupicor 


Holl 


BERNDT-BACH, Inc. 
7373 Beverly Blvd., Los Angeles 36, Calif. 


MANUFACTURERS OF SOUND-ON-FILM 
RECORDING EQUIPMENT SINCE 1931 





National A-V Convention 


(CONTINUED FROM PAGE EIGHT) 


and other topics. One interesting session, 
“The Experts Look at Films,” will present an 
on-the-spot critique of several new films by a 
panel of the country’s leading visual educa- 
tors. 

Ihe annual meeting of the Film Council 
of America will take place on Sunday after- 
noon and evening, August 8. Expected to at- 
tend this meeting are official representatives 
of the nearly 100 Film Councils now in exist- 
ence, plus persons from all walks of life who 
are interested in the Film Council movement. 
\n interesting survey of a typical community, 
in terms of its local organizations and the use 
which they make of films, will be presented 
in audio-visual form. 


TRADE SHOW OPENS ON AUGUST EIGHTH 

Meanwhile, the NAVED Trade Show will 
have opened at 10:30 A.M., Sunday, August 8. 
It will continue daily through Wednesday, 
\ugust 11. 

The annual convention of the National As- 
sociation of Visual Education Dealers will 
open on Monday morning, August 9, in a 
joint session with EFLA. The program of the 
NAVED meeting has been planned by a con- 
vention committee under the chairmanship 
of Ernie Ryan, of Davenport, lowa. Ques- 
tionnaires submitted by members of NAVED 
served as the basis of the committee's plans. 
Ihe program will include 8 open-forum Con- 
ference Groups on such topics as “Equipment 
Maintenance and Repair’, “Managing Your 
Business”, and “Visual Materials in Business”. 


Or SPECIAL INTEREST TO BUSINESS FIELD 

Business film executives and film producers 
are especially invited to attend the latter pan- 
el, which will be held in the Louis XVI Room 
of the Hotel Sherman, at 10 a.m., Tuesday, 
August 10, Objective of this panel is to achieve 


ERNIE RYAN of Davenport, Lowa is Chairman 
of the 1948 NAVED Convention Committee. 


Pa 
“SUNSHINE GENE” FLACK, president of the 


National Federation of Sales Executives and 
a key speaker at the NAVED Convention. 


a closer working relationship between local 
film libraries and dealers and business film 
people. 

rhe convention will close on Wednesday 
afternoon, August 11, with a speech by “Sun- 
shine Gene” Flack, Sales Counsel and director 
of advertising for Sunshine Biscuits, Inc., of 
New York. “Gene” is president of the Na- 
tional Federation of Sales Executives and is 
probably the best speaker on sales topics in 
the country. Within recent years he has trav- 
eled a distance equaling 30 times around the 
world, in his continuous air hops across the 
continent addressing sales organizations of 
all kinds, He is a “picture-minded” thinker 
and is expected to close the NAVED meeting 
on a high note of enthusiasm. 

A most cordial invitation is extended to 
all Business SCREEN readers to attend the Na- 
tional Audio-Visual Convention. Hotel res- 
ervations will be handled by the National As- 
sociation of Visual Education Dealers, 845 
Chicago Avenue, Evanston, Illinois, All mem- 
bers of NAVED, EFLA, Midwest Forum and 
all official representatives of Film Councils 
will receive hotel reservation forms auto- 
matically, from their respective organizations. 








Position Wanted 


Cameraman experienced in 35mm _ and 
l6mm_ photography—color and black and 
white. Active member SOCIETY OF MO- 
TION PICTURE ENGINEERS. Four 
years experience as ofhcial U. S. Army 
photographer total 15 years experience. Free 
to travel part time at least. References 
available. 


Address Box 401 
BUSINESS SCREEN 
812 N. Dearborn Street 
Chicago 10, Illinois 
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“PRINCIPLES OF ELECTRICITY,” produced for 


the General Electric Company, has been released in 


twenty languages in sixty-one different countries. Thus, 
with the assistance of G-E scientists, we have presented 
a technical subject visualized and interpreted through 


the universal language of motion pictures. 


Faphunl J, Vos, 


STUDIOS HOLLYWOOD 28 CALIFORNIA 
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A scene from" Public Prosecutor,” Producer 
Jerry Fairbanks’ initial television film 
series for National Broadcasting Com- 
pany. The 26-program series stars John 
Howard, Anne Gwynne & Walter Sande. 


666 WEST HARVARD STREET + 


EASTERN REPRESENTATIVE: THEODORE ALTMAN 


GLENDALE 4 








‘The Public Prosecutor,” produced by Jerry Fairbanks 
exclusively for the television screen, was filmed with 
a MITCHELL 16 mm PROFESSIONAL. 


“Every photographic effect, vitally necessary for sus- 
pense in drama, is made possible with the MITCHELL 
16 mm PROFESSIONAL,” says Jerry Fairbanks, well- 
known producer and pioneer in the television film 
field. ‘“‘Its remarkable flexibility and utmost depend- 
ability for top quality reproductions made the 
MITCHELL 16 mm PROFESSIONAL standard 
equipment on our stages.” 


For truly professional results, the MITCHELL “16” 
has no equal. When you own a MITCHELL, you 
own one of the world’s greatest cameras. 


CORPORATION 


CALIFORNIA + CABLE ADDRESS: MITCAMCO" 


521 FIFTH AVENUE © NEW YORK CITY 17 © MURRAY HILL 2-7038 











compact precision 
for superior performance 
This is one of the finest examples of modern 


watch making—a fine precision time piece that 
is accurate to a tenth of a second. 








Courtesy of Longines-Wittnaver Watch Co. 


The generous use of magnesium con- 
tributes appreciably to the lightness 
of the projector. 
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THE LITTLE GIANT - Fs *TWO MODELS 


Bi: 





eqasecren DIMENSIONS: 7/2''x9V/2" 
x15", 









WEIGHT: 27 pounds (without 
specker case). 

MOTOR: Sound and silent speeds. 
110/120 volt AC/DC, 50-60 cycle. 
PROJECTION LAMP: 750 to 1000 
watts. 

LENS: 2” F 1.6 coated lens (other 
sizes available). 

FILM CAPACITY: 2000 feet. 
AMPLIFIER OUTPUT: 10 watts High 
Fidelity. 


ERE IS COMPACT, WATCH-LIKE PRECISION in a 
Hiémm sound projector . . . a projector that’s 
thoroughly engineered from start to finish for just 
one purpose . . . to give you the finest performance 
ever offered in a 16mm projector. 


Whether you operate a FORWAY for small groups 
or an audience of over a thousand, you get Grand 
Opera performance . . . rich tonal quality . . . high 
fidelity sound amplification . . . pictures that are 
beautifully clear and steady. FORWAY is truly a 
BIG projector in a very small package — a Little 
GIANT. 


The FORWAY LITTLE GIANT tucks easily under 
your arm. Exclusive features add to its simplicity. 
It is a projector that men ad- 
mire, women love to operate. 
Sturdy construction, fine 
a Forw2 quality parts plus 16 years 
9 44 of “l6mm know-how” 
assure many years of 
trouble-free service. 


MICROPHONE INPUT: High Impe- 
dance. 


* MODEL #10 with 6” speaker built into 
ge carrying case. Single Case 
nit. 
MODEL #12: 2 case unit with specially 
designed 12” Permanent Magnet 
speaker and speaker case. 







FORWAY CORPORATION BS-6 
245 W. 55th St., New York 19, N. Y. 


Please send complete details on the FORWAY 
16mm Sound Projector to: 


Name achtaieadaanniioe 
Address .. 
City = 
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: Our Best Ads 
"| are on the Screen 


—? Successful films for satisfied clients . . . . that’s the consistent 
pattern of performance at Chicago Film Studios. 




























The criterion of a film's worth is: Does it do a job on the screen? 
Enthusiastic endorsements by satisfied clients prove the merits of 
the Chicago Film Studios credit. 

You are invited to meet our staff of film specialists and inspect 
our facilities. Satisfy yourself that we are completely equipped 
to solve your film problems, 







You have a date with success when we produce your films. 


Chicage "Film Studios 


CHICAGO FILM LABORATORY, ING. 
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“STUDIOS AMD. GENERAL OFFICES—18 WEST WALTON PLACE—CHICAGO 10, ILL,—WHITEWALL 6971. 
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Di 
COLUMBIA 











Quality-sure! 
But 

Prompt Delivery, 
too! 


No one questions Columbia’s ability to produce 
transcription records of the highest quality. 
Columbia presses pure vinylite transcriptions, 
recorded with the latest, most advanced studio 
equipment, achieves utmost clarity and realism. 


BUT—and here’s a real plus from your point of 
view—Columbia delivers the job in tip-top form— 
and on time! It’s this responsible, dependable 
service of which we’re especially proud. Let us 
put these super-facilities to work on your next 
slide film transcription project. Just give us a call. 





AMONG THE CLIENTS SERVED 
BY COLUMBIA TRANSCRIPTIONS r) 


The Jam Handy Organization YW) 


Wilding Picture Productions, Inc. 
Caravel Films, Inc. + Florez, Inc. A Division of Columbia Records Inc. 


Pathessape Company of Amasicn, Enc. NEW YORK: 799 Seventh Avenue, Circle 5-7300 
Transfilm, Inc. + Ball Films i aoa 
Fletcher Smith Studios. I CHICAGO: Wrigley Building, 
a 410 North Michigan Avenue, Whitehall 6000 


Willard Pictures, Inc. LOS ANGELES: 8723 Alden Drive, Bradshaw 2-2759 
Sound Masters, Inc. 




















Bi Trade-marks “Columbia” and @® Reg. U. S. Pat. OF 








y A +7 
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MODERN TALKING PICTURE SERVICE IS NOW 
SUPPLYING SPONSORED FILM PROGRAMS TO 


27,114 Organizations 
Each Month’* 


MILLIONS OF INFLUENTIAL AMERICANS, 
organized in clubs, lodges, churches, trade 
groups, unions and veterans’ organizations, etc., 
meet each week for discussion and fellowship 
in the highest tradition of group-minded Amer- 
ica. Motion pictures, with their audience ap- 
peal and emotional impact, provide popular 
program material which is in great demand 
audience 


among these active, 


groups... 


AMERICAN LEGION © AMVETS © A.F. OF L. * B'NAI 
BRITH * BOY SCOUTS * CIVITAN * C.1.0. * CHAM- 
BERS OF COMMERCE * COLLEGES * COMMUNITY 
CENTERS * D.A.R. © EAGLES * ELKS * EASTERN 
STAR * FARM BUREAUS * FEDERATED WOMEN'S 
CLUBS * 4-H CLUBS * FOREMENS CLUBS * FUTURE 
FARMERS OF AMERICA © FRATERNITIES * GARDEN 
CLUBS * GRANGES * HIGH SCHOOLS * HOLY 
NAME SOCIETIES * HOME ECONOMIC GROUPS 
HOSPITALS * IMPROVEMENT CLUBS * JUNIOR 
LEAGUES * KIWANIS * KNIGHTS OF COLUMBUS 
LIONS * MASONS * MEDICAL SOCIETIES * MOOSE 
MOTHERS CLUBS * OPTIMISTS © P.T.A. * POLITICAL 
CLUBS * PROFESSIONAL SOCIETIES * SALVATION 
ARMY * SPORTSMEN'’S CLUBS * SORORITIES * ROTARY 
REBECCAHS © RESERVE OFFICERS ASSNS. * VETERANS 
OF FOREIGN WARS e VOCATIONAL SCHOOLS 
WOODMEN * AND MANY OTHERS. 


purposeful 


* Total audiences served during April, 1948. 


a ee 


26 Regional Film-Exchanges move 


prints faster at lower transportation cost. | 


Write for facts and information 
on bow Modern can serve your needs— 


ODER 
Manne 
PICTURE 
SERVICE 











8tG.u & Fal OFF. 


MODERN TALKING 
PICTURE SERVICE, Inc. 


9 ROCKEFELLER PLAZA 142 E. ONTARIO ST. 
NEW YORK 20, N. Y. CHICAGO 11 
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That “New” Look in Television Commercials: 
* For the past few weeks Business SCREEN’s 
New York office has been busy trying to keep 
tab on the new look in television commercials. 
The much heralded new advertising medium 
is still in a flux after two years of commercial 
operation; we've recently seen good commer- 
cials and bad ones, “live” and film, slides, 
purely visuals, and some almost purely sound. 
The most noticeable “trend” is not a trend 
at all—there has been very litthe improvement 
in the past two years on the adman’s initial 
predilection for writing Tv commercials in 
radio style and then hanging pictures on them. 

There is a vast difference between the re- 
ception of television and radio programs in 
the home, Radio is a very impersonal voice 
which spreads sound quite indiscriminately 
all over the country. It is an undercurrent 
to many other activities in millions of homes: 
Father reads the papers, Mother washes the 
dishes, and Junior does his homework—all 
with the radio on. Are they listening? Very 
often—no. They can hear it, but frequently 
don't really listen. Thus, radio commercials 
are necessarily attention-getting above all. 
Often they are blatant, repetitious, and 
filled with ridiculous claims, yet the more 
raucous they are, the more the average lis- 
tener opens his leeward ear and lets the 
pitch pass right on through. When a man 
lives for a long time with a loud ticking 
clock he eventually doesn’t hear it, and the 
same is true to some extent with radio com- 
mercials, 


THe Vineo Auptence Gets FuLt EFrect 

But what about television? When the Tv 
set is turned on the audience is there—not 
only listening, but watching. It is said that 
87%, of the sensual impact upon a person is 
visual. Combined with the 11% auditory 
impact, the television audience is at full 
attention all the time. 

The television program, for some reason, 
seems to be addressed to one or two people, 
or a roomful of people in the home at the 
most. It is completely intimate. This is 
probably not so much a doing of the broad- 
casters as an inherent quality of the medium. 
So, television may be considered as a personal 
guest in the house, far more attention com- 
manding than radio. What does this guest 
do with all the courteous attention it is get- 
ting? Too often it bounds into the host’s liv- 
ing room screaming “Smoke a Fumo!! Wash 
with Soapo!! Drive a Wheelo!!” 

We find that a great many of our “guests” 
are doing just that. Although the huckster 
voices are not radio outsiders any more (to 
whom we are used to being tolerant) they 
are still yelling at us—“Buy this!! Buy that!! 
Hurry! Last Offer! Do it today!” Those 
words sound a lot different on television, 


they don’t just go out the other ear, they stay, 
and sometimes create some mighty active an- 
tagonism. It takes a terrible turkey of a 
radio show to actually bring its sponsor ill 
will. But as film sponsors have sometimes 
found out, it’s not hard to do when sight and 
sound are combined. 

There are, happily, some exceptions. A 
few advertising agencies have established tele- 
vision sections worthy of the name and 
staffed them with men capable of combined 
sight and sound thinking. But the average tele- 
vision commercial is written around an ecstatic 
verbal spiel for the product usually culled from 
the sponsor's current radio line. If it is 
filmed (and a large proportion are filmed), 
the film producer is presented with an in- 
struction sheet of ridiculously conceived mo- 
tion picture illustrations to pad out the pic- 
ture tube while the announcer carries the 
ball. Effective visual selling is at a minimum. 


WasTING THE VISUAL Impact Too OFTEN 

Even the television stations and set manu- 
facturers are guilty, For example, when one 
New York station shuts down for the night, 
a closed curtain is flashed on the screen while 
a voice tells why this station is New York’s 
leading station. Why waste the eye’s time 
with a closed screen? Why not show examples 
of what the station brings the viewer? When 
the announcer says “sports”, show a sports 
scene; “news’’, show news, etc. The set man- 
ufacturers, Admiral or DuMont, for example, 
advertise on television by showing the box it- 
self, never why it is a good set, by visual il- 
lustration, or how it works—just a picture 
of a cabinet, 

What is the solution? Probably the most 
effective way to advertise a product on tele- 
vision, it seems to us, is to think primarily 
in visual terms. Rather than fit the pictures 
to the sound, television writers should try to 
fit narration to the image. 


BetreR COMMERCIALS PROVIDE INFORMATION 

Iwo good examples of visual selling are 
some recent Atlantic Refining and Sunoco 
commercials, Atlantic shows visually by ani- 
mation how water condenses in a cooling 
motor and forms drops on cylinder walls. 
Then it shows how Atlantic oil forms a film 
on the cylinder to prevent rusting and corro- 
sion. It is top notch selling—visually, with 
the announcer as a well modulated aid. 
Sunoco shows pictures of good service in ac- 
tion in a Sun station. It makes the viewer 
feel the Sunoco man is a good fellow and a 
hustler, always on the ball. 

This is the sort of television advertising 
which some day will sell more goods, services 
and ideas than any other media ever has. 
lelevision is not only an opportunity but a 
challenge for advertisers. It will pay off only 
if it is used to the full extent of its capabilities. 


ED: Chicago is no better off as yet in this re- 
spect. Most tele commercials are apparently 
being bought for nickels and plainly show it. 
The “worst production of 1947-48" award 
goes to a tele series for Dad’s Old-Fashioned 
Root Beer, The product deserves better. 
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JUNE, the month of diamonds, brings . . . . ROUR 


MIRACLE OF TIME 


= 22 minutes \ | 4 
. ‘THE GRUEN WATCH CO. 
Dei] _ THE FABRIC OF OUR LIVES CPARKLLY (; 
EE 31 minutes ‘ 


BURLINGTON MILLS, INC. 


‘ Z EYES RIGHT (; li \ \ 


. 20 minutes 


THE UNIVIS LENS CO. 
: IN 16MM NATURAL 











COLOR AND SOUND 
A FAIR DAY'S PAY | 


a 27 minutes 


= PROCTER & GAMBLE 
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American Television Society 
Elects Durban to Presidency 


@ At last month's eighth annual 
election of the American Tele 
vision Society, CHARLES J. DURBAN 
was unanimously elected presi 
dent, HaAtsey V. BARRETT, vice 
president, EmMersoN YorKE and 
ARCH BRAUNFELD, secretary and 
treasure! respectively, 

Durban is Assistant Director of 
Advertising for the U. S, Rubbe1 
Company and has pioneered fot 
his company in the use of televi 
sion as an advertising and sales 
medium. During the past year he 
has served on the Board of Direc 
tors of the American Television 
Society and as chairman of the 
Society's luncheon meeting com 
mittee. 

Halsey V. 
dent, is station relations managet 
for the DuMont Television Net 
work and one of the eight original 


Barrett, vice-presi 


founders of the American Televi 
sion Society. During the past year, 
he served as chairman of the So 


ciety’s publicity and public rela- 
tions committee. 

Emerson Yorke, secretary, is 
president of Emerson Yorke Stu- 
dios in New York City and has 
been an independent film pro- 
ducer and well-known member of 
the film industry for over 30 years. 

Arch Braunfeld, treasurer, is 
senior member of the accounting 
firm, Braunfeld and Simons. This 
is the third time Mr. Braunfeld 
has been elected to serve as treas- 
urer of ATS. 


Allied Non-Theatrical Film 
Association Holds Sessions 


@ The Avttep Non-THEATRICAL 
Firm Association will hold the 
first in a series of regional meet- 
ings on June 25 and 26, in Cin- 
cinnati, according to Jack Car- 
ter, president of the organization. 
\lan Twyman and Ralph Haile, 
local co-chairmen, will be in 
charge of the conference. 
Meetings will begin at 1:30 
p.M. on Friday in the north hall 
of the Netherlands Plaza hotel. 


Screenings and discussions of new 
films are scheduled. Groups also 
will discuss ways in which the as- 
sociation may be more helpful to 
members and the industry as a 
whole. 

New program plans will be re- 
ported on at the 6:30 p.m, dinner 
session, and discussions will cen- 
ter around plans for the 16mm, 
$8,000 film scheduled for fall pro- 
duction. The picture will point 
out purposes and effective uses of 
non-theatrical films. 

Results of ANFA’s survey of pres- 
ent and potential film users in 
the Cincinnati area are to be tab- 
ulated at the meeting. The Satur- 
day session will include discus- 
sions on “How we may keep pace 
with our rapidly growing indus- 
try,” and “Improvement of film 
library operational procedures 
and sales promotions.” 

ANFA has extended invitations 
to local groups, clubs, dealers, 
and film library people to be pres- 
ent at these meetings, Dr. Glen 
Burch is the guest of honor, 


Detroit Citizenship Education 
Group Tours Jam Handy Studios 


@ Sixty members of the Detrort 
CirizeNsHip Epucation Stupy—a 
group investigating utilization of 
visual aids in developing better 
citizenship in the schools—visited 
the JAM HANpy ORGANIZATION’S 
production studios in Detroit this 
month as part of the project's field 
work. 

The Citizenship Study is fi- 
nanced under terms of a grant 
made to Wayne University and 
the Detroit Public Schools by the 
Wm. Volker Foundation of Kan- 
sas City. Directed by Wayne Uni- 
Dimond, 
the Study group has worked for 


versity’s Dr. Stanley E. 


three years in cooperation with 
four elementary, two intermedi- 
ate, and two senior high schools 
in the Detroit area. 

During the Jam Handy tour, 
the educators were shown how 
slidefilms on such subjects as hu- 
man relations, the nature of de- 
mocracy, and vocational training 
can be correlated with the teach- 
ing of good citizenship. Produc- 
tion steps were demonstrated by 
members of the school service 
department. 6 











ATLAS FILM CORPORATION 





BUSINESS 





Since 


1111 South Boulevard °* 


1913 


Oak Park, Illinois 








Whether the purpose be public relations, sales training, product promotion, 


employee education—whether the purpose can best be fulfilled by motion 


picture, slidefilm, minute movie, or television short—we have the 


experience, personnel, and modern equipment with which to serve you! 
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prEcis'? AMPRO CORPORATION 


2835 N. Western Avenue, Chicago 18, Illinois 
A General Precision Equipment Corporation Subsidiary 
In Canada: Telephoto Industries Limited, 1195 Bay Street, Toronto 


We put more into tt 0 that you can get more out of tt... 


AMPROSLIDE 
MODEL “30-D” 


for filmstrips and 2”x2” slides 


Offers extra brilliant illumination, 
split-second interchangeability 
from slides to filmstrips and back 
— simplified, quick threading for 
filmstrips — and simpler focusing, 
operating and cleaning. 
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20 years of experience built 
into every Ampro projector 


If you are considering equipment for your audio- 
visual program — here are a few thoughts to con- 
sider: A 16mm. sound projector is subjected to the 
heat of the projection lamp, continuous high-speed 
movement of the intermittent mechanism, and every 
action requires split-second accuracy. It must de- 
liver steady, quality projection continuously and 
quietly. It must be dependable, easy to thread and 
operate. It must be gentle to precious film and easy 
to service. 


For these reasons—a good sound projector design 
must be a tested design. It is only by studying and 
learning from millions of performances under all 
conditions that a truly efficient sound projector is 
developed. Ampro 16mm. projectors have been “put 
through the mill” by this country’s leading industrial 
concerns, school systems, universities and govern- 
ment departments. Into each Ampro projector is built 
20 years of experience that assures better perform- 
ance and longer service. Before choosing your 16mm. 
sound projector, ask your Ampro dealer for a dem- 
onstration of the latest Ampro “Premier-20.” Look— 
listen—remember Ampro’s record—and then decide! 


Send for FREE Circular 


on Ampro “Premier-20” giving full specifica: 
tions and prices and name of nearest Ampro 
dealer. If you are interested in sound motion 
pictures send 10c for 16-page booklet, “The 
Amazing Story of 16mm. Sound Motion Pic- 
tures.” It dramatically illustrates the various 
steps in the recording and reproducing of 
sound on film. 


© Ey erase | od ar: ra bear erent agaateenn arcane emphatic 2 eee | 











| AMPRO CORPORATION, 2835 N. Western Ave., Chicago 18, Ill. 

| Please send me free circular giving full details about the Amprosound 

| “Premier-20" Projector. 

i | enclose 10c [] for a copy of the illustrated booklet, “The Amazing Story 
of 16mm. Sound Motion Pictures.” 

1 am also interested in: [[] Amproslide Model “30-D" Projector. 
NAME 

1 

| ADDRESS. 

city STATE 
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Complete workshop for develop- 
ing ideas and better techniques... 
experienced staff and all necessary 
facilities offer “RESEARCH-LABORATORY” 





approach to work out your tele- 
vision film problems. a 





df ff | MOTION PICTURE 
ound Masters, Ine, sien 
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A REPORTER’S NOTES ON THE RECENT LABOR FILM CONFERENCE 


LABOR looks to the screen 


UNIONS RECOGNIZE VALUE OF THE FILM BUT ARE TORN 
BETWEEN CONSTRUCTIVE EDUCATION AND PROPAGANDA 


HE SAME WEAKNESS which destroys 

the effectiveness of so many “manage- 

ment” films—the purely defensive ap- 
proach through emotion rather than reason— 
still dominates the thinking of labor leaders 
who look to the screen for propaganda rather 
than constructive education, On the other 
hand, labor has many staunch friends of the 
factual film. 

These and other viewpoints are reported 
in unedited notes made at the recent New 
York conference on labor films. Labor, like 
management, still has much to learn about 
this medium but it is apparently bent on learn- 
ing despite apparent economic and _ political 
obstacles. 


Garment Workers Favor Helpful Pictures 
% Mark Starr, Educational Director of the 
International Ladies’ Garment Worker's Un- 
ion: Labor is a vital force in America today, a 
big segment of the American population 
there are estimated to be fifteen million union 
members, and to these may be added families 
and close friends upon whom labor's policies 
exert a big influence. However, this fifteen mil- 
lion-plus group is not a homogenous unit. La- 
bor, as a rule, does not always act together, feel 
the same thoughts, or play or learn together. 
It is difficult for labor leadership to point the 
right way to union members. In ILGWU 
fewer than 10% take advantage of an educa- 
tional plan, attend meetings, or ever see a 
union film, even if it is good. CIO no doubt 
does better than this, Starr feels that Holly- 
wood pictures of moon and molasses distract 
workers, burlesque American life and fill 
workers full of misinformation, false stand- 
ards, etc. There is a big need for factual pic- 
tures expressing labor’s point of view. 


LABOR Movies BEGAN ON THE PICKET LINI 


Labor movies got their start when some 
pro or amateur cameraman, member or friend 
of labor, would announce that he was going 
to photograph a picket line in action. The 
pickets would turn out in full mass to “get 
in the movies”, and then come to the union 
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meeting to see themselves in the pictures. 
This was about 20 years ago. It was a good 
inducement to get the pickets out and then 
get them to the hall for the meeting. 

ILGWU, which has such an excellent sta- 
tus of labor-management cooperation, can- 
not use blood and strife labor pictures (not 
that the conditions portrayed are not entirely 
true, said Starr). ILGWU does not want to 
stress a class war. Its policy is that manage- 
ment does not consist of a group of bloated 
tycoons squeezing the worker. ILGWU likes 
pictures which help in union management, 
which help members, which point the way 
for the union to better itself, better its mem- 
bers, 

Speaking to producers, Starr said they all 
ought to express a vote of thanks to Carl 
Marzani and his crew — who have been so 
successful in raising management blood pres- 
sures to extent of bursting out with manage- 
ment attitude pictures all over the place. 


1,000 CIO Locals Regularly Use Films 

% GEORGE P. GUERNSEY, associate educational 
director — CIO (National Hdq.): 1,000 lo- 
cal CIO unions own projectors or have them 
regularly available, and use films. 

CIO has a list of 25 approved films, One 
of these is the Govt. TVA film, which is widely 
used in CIO, even though it is illegal to use 
this in the US, A good example of a fine 
union “public relations” picture is Brothe) 
hood of Man—national CIO endorses it. CIO 
locals like real fiery propaganda pictures with 
an important message, rather than some tepid 
documentary. 

A lot of new CIO members just don't know 


what it’s all about — they have joined now 
in time to get all the gravy — the results of 
union action — but they need to be shown 


some blood (some good gory cop-beating- 
picket pictures) to make them realize what a 
hard fight it has been for labor to get what 
it now has. 

Guernsey got a group of Michigan school 
administrators together and showed them 
United Action - 


asked them to show it in the 








the successor to “Deadline for Action” 





the film that answers the NAM 
the inside story of inflation 
the facts behind wage demands 


Unitrep ELecTRICAL Workers leaders favor this 


kind of fiery propaganda stuff for their locals. 





Michigan schools. School men refused it, said 
it was distorted, too much blood, too rough 
for school children. CIO wonders how they 
teach the American Revolution>— from the 
Tory point of view? 

CIO feels that it should not have to lay out 
funds for films on labor specifically angled 
for schools they should get a break from 
schools without asking for it or having to 
spend money for it. 

Guernsey pointed out that one Chicago 
suburb has probably the most well rounded 
a-v program of any school system in the coun- 
try and in 3 years they have shown hundreds 
many with a strong management 
bias and not one picture in all that time 
which gives labor a square deal. 

C1O thinks it is a crying shame how big busi- 
ness woos the farmer with the type of guff 
they put out against farm unions and coop- 


of films 


eratives. It is corrupting minds with the 
wrong point of view, yet any film put out by 
farm unions is immediately labeled “red”, 

Why doesn’t the union answer all these 
biased management films? ‘They just can't 
get the money. Getting $5,000 out of Mur- 
ray and the CIO chiefs is like getting blood 
from a stone. 

Guernsey urged independent producers to 
make ssf's for labor use, He claims a good 


(CONTINUED ON THE FOLLOWING PAGE) 


x * * 


. «+» must labor remain 
on the defensive .. . can 
the big unions encourage 
responsibility among their 
vast memberships through 

constructive educational 

programs and pictures? 
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(CONTINUED FROM THE PRECEDING PAGE) 
one can do much better than break even, and 
C1O will endorse ; 
urge locals to buy it. He admits that making 


film they believe in and 


independent labor movies is a losing proposi- 
tion—there just is not the market, 


Critical Problems of Labor Films Cited: 


*% ALBERT E. HEMSING, formerly of State De- 
partment, and now a-v director of combined 
{malgamated Clothing Workers and United 
Textile Workers Union: Although organized 
labor is ultra progressive in politics and so- 
cially, it is certainly not in the use of mass 
media, and particularly in films. 

Problems are: 

1. Lack of projectors in his two unions 
there are only 35 projectors on hand for 800,- 
000 union members, 

2. Lack of operators — no one knows how to 
run the few projectors they do have, or rented 
projectors. 

3. Lack of films for discussion unions 
need discussion type films — something to keep 
the meeting going they don’t want “just 
movies’. 

1. Lack of films on union procedures a 
lot of union members are new, join because 
everyone else did, or because they have to 
union management needs films on organiza- 
tion and union procedure, how to run meet 
ings, proselyting, etc. 

5. There is a lack of good film sources for 
local unions they complain that they don't 
know where to get pictures, no one has told 
them no one approaches them. 

6. On the national level there is an impor- 
tant cost problem for the cost of a film 
the union can hire about a dozen good organ- 
izers—and that is what they usually do. 


Labor Leaders Need Liberal Education: 


*% Ropert Detson, National Film Coopera- 
tives: (A new organization that is not func- 
tioning very widely yet). 

Ihe real problem, according to Delson, 
is to educate labor leaders on the need for 
films, Movies are miracles to sway men’s 
minds — this is proven but all most people 
get out of movies are scenes of Grable’s gai 
ters. This is all they want, too, unless you 
can train them to want better, There is real- 
ly a vast market for the “right” type of film 
in the US 
picture 


the labor and progressive slanted 
to not only labor audiences, but to 
other groups telling labor's story, 

The National Film Cooperatives’ proposed 
program is 7-fold: 
1. Promotion of use of films in every way. 
2. Cataloguing of suitable films for and about 
labor. 
3. Teaching effective use of films to progres 
sive groups, 
1. Training operators at the local level. 
5. Getting equipment available for labor 
groups at a reasonable price through one 
way or another. 
6. Urge further production on everyone in- 
terested in labor. 
7. Advise on what and how to produce. 
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These scenes from “America and Sons” illustrate typical library clips which make up the film, 


America and Sons, Strictly Limited 


U.S. CHAMBER OF COMMERCE PICTURE PROVES DISAPPOINTING FARE 


* A new picture sponsored by the United 
States Chamber of Commerce was shown ini- 
tially last month at the 36th Annual Con- 
ference of the Chamber in Washington. Two 
thousand business and educational leaders, 
including such Very Important Persons as 
Dwight D. Eisenhower, Lamont DuPont, Har- 
vey Firestone and Charles E. Wilson, were on 
hand for the showing, which preceded a 
speech by Secretary of State George C. Mar- 
shall. 

The picture they saw, America and Sons, 
Unlimited, is a documentary story of the de- 
velopment of America through the endeavor 
of her people. It shows the progress of Ameri- 
can business from pioneer days to the present, 
with emphasis on the cooperation between 
management, labor, and the consumer, It 
is also one of the dullest sponsored films to 
be seen anywhere in months, 

The Chamber of Commerce has combined 
just about every platitude from every “man- 
agement attitude” motion picture ever pro- 
duced into a soporific script that has all the 
merits of purpose and faults of commission 
of a 4th of July address by your local alder- 
man. 

rhe film is actually an illustrated business 
mens’ luncheon speech. Very few scenes, if 
any, have not been used time and time again. 
Comprising library clips from old historical 
movies and recent theatrical shorts, they are 
as static as a lantern slide show. 

America and Sons, Unlimited, about fif- 
teen minutes in length, will be seen by audi- 
ences drummed up by more than two 
thousand local and_ state Chambers of 
Commerce. we 


What Can Be Done: 


“Letter to a Rebel” Points the Way 


* Early next month hundreds of theatres 
throughout the country will play a new This 
Is America short called Letter to a Rebel. 
BusINEss SCREEN editors got an advance look 
at it a few weeks ago, and we're anxious to 
report that it is the finest motion picture on 


American business and free enterprise that 
we have ever seen. 

Letter to a Rebel is a true story about a 
letter to his son by the publisher of the Mon- 
roe (N.Y.) Gazette. It is in every way inter- 
esting, believable, convincing and human, It 
is the type of picture American business 
should, but rarely does, sponsor. 

RKO-Pathe photographed the film in Mon- 
roe, using authentic local scenes. Only the 
publisher, who has a face wound received in 
the first world war, and his son, are played 
by actors. All the rest — the druggist, garage- 
man, automobile dealer, restaurant owner, 
etc., are played by themselves, 

Letter to a Rebel shows what free enter- 
prise means to Monroe and its people. . It 
describes “capitalism” — not as a nasty word, 
but according to its real meaning; and it 
shows how capitalism works in the average 
town, 

During its theatrical runs, we urge busi- 
ness men everywhere to see it, and to sug- 
gest that their employees see it. Local thea- 
tre managers will usually provide informa- 
tion several weeks in advance on when it 
will be shown. 

Six months after theatrical release, Letter 
to a Rebel will be released non-theatrically 
by RKO. Purchase price for the 18 minute 
short will be about $90 per 16mm print. 


[He PustisHeR Writes A Lerrer in this key 
scene from the film “Letter to a Rebel.” 
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OF THIS WE ARE PROUD 





Sponsor: Nash-Kelvinator Corporation. Film: 
Of This We Are Proud. Producer: Raphael 
G. Wolff Studios. 

* The original version of Of This We Are 

Proud, produced for the sales organization of 

Nash-Kelvinator, was so well received and ac- 

claimed by all who viewed it that they under- 

took to revise and add to the film, making it 

a good will picture for the general public. 
The original Of This We Are Proud was a 

twenty-minute picture, the first ten minutes 

of which was a paean in praise of the Ameri- 
can way, while the last ten minutes was de- 
voted to the Kelvinator sales story. This 
new version for public release is a_thirty- 
minute extension of the first part of the or- 
iginal without any product mention and is 
purely a broad public relations presentation. 

This film is probably one of the best and 
most effectively conceived and executed films 

yet on American enterprise and should do a 

job, not only for Nash-Kelvinator, but for all 

industries, in counteracting some of the prop- 
aganda films which this magazine has pointed 
out as needing a strong answer, 

Technical Notes: Picture is thirty minutes, 

in color, and contains many beautiful and ex- 

citing sequences of Americana, It has an ex- 
cellent musical score and is extremely well 
paced and edited throughout. 

Distribution: The initial order of 100 prints 

will hardly be enough to supply the demand, 

if pre-release requests are any indication of 
the interest that this film is arousing. 


Frank Balkin Joins Reid Ray Firm 
*% VETERAN Chicago film-maker Frank 
Balkin has joined the staff of Reid H. Ray 
Film Industries, Inc., as head of the newly- 
opened Chicago office of that St, Paul studio 
organization, according to announcement by 
Reid H. Ray, president. 

The new Chicago office is located at 208 
South LaSalle Street in the heart of Chicago's 
financial district. Mr. Balkin, formerly gen- 
eral manager of the Chicago Film Studios and 
active in production and utilization of busi- 
ness and industrial films in this area for the 
past 17 years, will be available to Chicago 
area clients of the Ray organization. 


“Or Tuis We Are Proup” a scene from the 
Kelvinator film described in the case history. 
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The business of building America... 


A returning veteran’s cherished hope. ..home. 


HAREHOLDERS of the United States 

Steel Corporation meeting at Hoboken, 

New Jersey on May 3 of this year were 
the premiere audience for Steel’s new sound 
motion picture report titled Unfinished Busi- 
ness. Produced by the Jam Handy Organiza- 
tion under the supervision of Edward C. Loge- 
lin, Jr., director of public relations for the 
Chicago subsidiaries, Unfinished Business tells 
a two-fold story, 

The first of these is the human relations 
story of Jim Robbins, a young steelworker 
whose job was interrupted by the war. As a 
returned veteran, he takes up again where he 
left off to enter service. His story and his prob- 
lems are typical of thousands of U. S. Steel 
employees. 


BuILpDING AMERICA Is AN UNFINISHED BUSINESS 


The second part of this film’s story is that 
of Steel's multi-million dollar construction and 
modernization program undertaken since V-] 
Day. That is the theme of Unfinished Busi- 
ness... the big business of building America 
which is always unfinished. 

Visualizing the annual report is not likely 
to produce any intensely interesting drama. 
Yet this film manages to be always human, 
forthright and to hold its audience, It is 
realistic and believeable out of the ordinary, 
perhaps because most of its cast are workers 


Men look at a hole...see a finished product. 


U.S. Steel Makes a Progress Report 


“UNFINISHED BUSINESS” SHOWN TO ALL SHAREHOLDER GROUPS 


of U. S. Steel themselves. Only four “lead” 
parts are actually played by professionals. The 
narrator is George Hicks, whose voice is heard 
every Sunday evening on U. S. Steel's radio 
show “The Theatre Guild on the Air.”’ 

Unfinished Business was directed by Donald 
Brown of the Jam Handy Organization. John 
Glendinning plays the veteran's role; Judy 
Parrish is his young wife; Ruth Gates and 
Royal Beal, capable Broadway players, are the 
father and mother of the film. 

This story of Jim Robbins, who helped 
make Steel’s conversion to our vast peacetime 
needs possible, is told in a 14-minute film 
that will appeal to the general public as well 
as to members of the Steel employee family 
who are its principal cast of characters. As 
such it should enjoy wide theatrical distribu- 
tion before becoming available for direct 16- 
mm showings in the field. 

Much of the film was photographed in the 
Chicago area—in Gary, South Chicago, Joliet 
and Waukegan plants of U. S. Steel and sub- 
sidiaries. It is necessary to present statistics 
and graphs in order to serve shareholder's in- 
formational needs but such material can be of 
interest to all Americans. At least, preview au- 
diences of press and radio outlets have found 
it so and their praise has been both sincere and 
generous for this progress report. e 
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Dual-Purpose Seree 


ENERAL MILLs’ FitM DEPARTMENT, to meet the increasing need 

for viewing motion picture and sound slide films, has come 

up with a double purpose conference and screening room 
that has won enthusiastic approval from all levels of company per- 
sonnel. 

Che design was promoted by Thomas W, Hope, manager of 
General Mills’ Film Department, and M. F. Hosp, company camera- 
man. The idea for combining a screening room with conference 
facilities occurred when the company remodelled the second floor 
of its newly acquired general office building in Minneapolis. 

At Hope's suggestion, the company cut off a few feet at one end 
of the conference room to prov ide for a projection booth, Two pro- 
jection portholes were cut into the wall between the booth and the 
conference room and two operators’ windows were installed, fitted 
with regular window glass. Clear plate glass was used for the projec- 
tion portholes, mounted at an angle to avoid reflecting a “ghost” 
image on the screen. 

Glass in the portholes helps eliminate projector noise when 
screening. A supplementary air conditioning unit is located in the 
projection room. An exhaust at the rear of the room with a fan helps 
keep the air clean even with smoking permitted, 

To secure absolute darkness, blackout curtains were installed 
in the conference room over the two windows, which are at the end 


where the screen is located. The wall type roil-up screen is glass 


iné Room: 48 Model 














Nereening Room: 


Conference room converted 

for film creening. Note blackout 
curtains pulled down over window 

Wall type roll screen now in use. 

Fluorescent reading lamp on 

table allows chec king of ript 

or notes in darkened room. 

Fluorescent ceiling lights are 


controlled by single switch 


from pro ecti DO th. 


GENERAL MILLS PLAN PROVIDES FOR CONFERENCE ROOM AND FILM DEPARTMENT NEEDS 





BUSINESS SCREEN MAGAZINE 






: 
} 


7 






bead covered, custom built with one foot of additional black area 
at the top to permit its being pulled to a lower level. 

Walls and ceiling of the conference room are covered with 
Johns Manville Fibretone board. Walls are so fitted down to a line 
three feet from the floor, which is covered with asphalt tile. 

On two sides of the room are bulletin boards of celotex, with a 
four-inch ledge below, each strong enough to support exhibit material. 
Across the front of the room is a handy cabinet over the radiator for 
large displays, the loudspeaker cabinet and so on. 

As a screening room the seating capacity is 24. A conference table 
10 by 4 feet is in the center of the room parallel to the screen, 
covered with felt to deaden noise. It is easily moved. In the event 
of a large audience, this table is pushed out of the way to the front 
of the room, In the cases where special film editing is in order, the 
table is used as a “work desk” in the rear, A joinied neck fluorescent 
lamp is used for reading scripts or checking noies in the darkened 
room. 

For ready communication to the projection room, a telephone 
intercommunication system has been installed. The phone, mounted 
on the rear wall, can be removed and placed on the reviewing table 
when desired. This makes possible conversation with the projection 
booth without disturbing the audience, Should the booth wish to 
telephone the projection room, the operator flashes a small red light 
located near the phone receiver, To permit uninterrupted screenings, 
no other telephones are in the room. A house phone is located in 
the projection booth, however, permitting the operator to summon 
a spectator if the occasion warrants. 

The projection room has two stands adjustable in height. A 
monitor speaker is connected with the large Jensen base reflext 
speaker in the conference room, A playback machine is available 
for playing transcriptions, Direct lines come into this booth from 
the four major radio networks, Amplifiers are mounted in one cor- 
ner for the radio input. Several private offices can tune in to any of 
the networks. The radio programs can also be aired in the booth 
and conference room. 

A small wall screen hangs in the projection booth in case the 
conference room is in use and an individual wants to review a film. 
The projector stands are on a large platform 20 inches off the floor. 
The booth also serves as an editing room and tor storage of films 
used in library distribution. The conference room lights can be con- 
trolled from the booth. * 
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Projection room also 
serves as editing fa- 
cility. M.F. Hosp 
and D. E. Lovell 
check film at cutting 
table in this scene. 


Conference Room: 


Bulletin boards on side walls provide 
display for advertising materials, 


provides base for packages, 
blackboard. Additional air-conditioning 
is also provided. Cupboard ledge at 
front of room support 


when necessary. 








posters, etc. Ledge at bottom of board: 


larger displays 


Projection room in 
operation. Operator 
has hand on volume 
control. Note moni- 
toring speaker over- 
head. On small shelf 
between ports is 
inter-comm unit used 
for talking to con- 
ference room tele- 
phone. Projector 
operator is D. ; 
Lovell, film librarian. 
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GE Visualizes Its Annual Report 


“GENERAL ELECTRIC IN 1947” SHOWING TO 250,000 SHAREHOLDERS 


* A new policy ol going out to meet the com 
pany’s owners was inaugurated in mid-June by 
the management of the General Electric Com 
pany with simultaneous meetings for stock 
holders in ten key cities throughout the coun 
try, A series of regional meetings will attempt 
to bring to the more than a quarter million 
stockholders in large part what they miss by 
their inability to attend the annual meeting of 
the company which is held in April at Shenec- 
tady, N. Y. 

In Chicago, the meeting was scheduled for 
3:30 p.m. June 15 at the Civic Opera House. 
Invitations to a second meeting in the audi- 
torium of the Engineering Society of Detroit 
Additional 
meetings will be announced by invitation to 
individual stockholders, 


on July 13 are being sent out, 


Several local representatives of the company, 
specialists in different phases of the company’s 
activities, will attend each regional meeting. 
W. O. Batchelder, commercial vice president, 
presided over the Chicago meeting. Philip D. 
Reed, chairman of the board, and Charles E. 
Wilson, president, made a motion picture ap 
pearance at each of the meetings. In the words 
of these officers and in color movies taken in 
the company’s laboratories, factories, and ofh 
ces, the story of General Electric's operations 
and accomplishments in the preceding year 
are told in General Electric in 1947. 

In effect the motion picture brings to life 
the printed annual report of the company. 
The 40 minutes of color film are the result of 
nine months of movie camera reporting by a 
crew which toured each of the company’s de- 
partments in an effort to represent the work 
of 197,000 employees in 125 factories and in its 
many laboratories, ofhces and places of busi 
ness. Raphael Wolff of Hollywood was the 
producer for GE. 


Company ofhcials pointed out that the bene- 


fit of holding such regional meetings had be- 
come increasingly apparent with the steady 
growth in the number of stockholders. The 
present total of more than 250,000 stockhold- 
ers compares with 207,993 ten years ago and 
60,374 in 1930. 

About 35 per cent of the stockholders of 
General Electric are small holders, owning 
from one to 10 shares. The largest single stock- 
holder is the G-E Employees Securities Cor- 
poration, which holds about 475,000 shares, 
less than two per cent of the stock outstanding. 
Eighty-five per cent of the stockholders are 
individuals, Brokers, banks, bank nominees, 
and other business enterprises total less than 
two per cent of all stockholders, while “trus- 
tees, guardians and other fiduciaries” number 
10.7 per cent. Various educational and chari- 
table institutions owning G-E stock total ap- 
proximately 1.5 per cent and hold about 420,- 
000 shares. 

Other cities in which meetings were held on 
June 15 were: Cleveland, Dallas, Philadelphia, 
Atlanta, Washington, Portland, San Francisco, 
and Boston, 


IN Propuction For GE's annual report film 


now being shown to nationwide shareholder 


groups. 





A Virat Picture Series ON CANCER DETECTION is explained in this overseas exhibit (see article 


right). 


' 


The new color series is being produced for joint sponsorship by Audio Productions 


INTRODUCTORY FILM wa 
stress urgency of early detection of 


best expenence 


will summarize statetics of 
in selected series. 














OINT PROJECT OF AMERICAN 


CANCER SOCIETY ano NATIONAL CANCER INSTITUTE OF US. PUBLIC HEALTH SERVICE 


N 












Production scene for “A Fair Day's Pay” 


P & G TALKS TO ITS EMPLOYEES 
Sponsor: Procter & Gamble Co. Film: A Fair 
Day's Pay. Producer: Films for Industry, 
Inc. 
*% Procter & Gamble plants are good places to 
work (see Business SCREEN August 1947) . This 
condition reflects the time-tested company ef- 
fort to develop sound employee relations plans 
and policies. The company also believes it is 
important for its people to understand these 
policies and recognize what each part of them 
means to the individual, 

As part of its program to explain its em- 
ployee relations procedures, Procter & Gamble 
is producing a series of motion pictures. Its 
most recent addition to the series is a film 
describing the company wage policy. It is 
titled A Fair Day’s Pay. It does not set forth 
generalities of management attitude, but gets 
down to cases and describes the basic steps in 
determining appropriate wage levels for vari- 
ous types of factory work. 

There are three basic factors in determining 
a fair day's pay at Procter & Gamble according 
to the film: the community, the job, and “you.” 
Each P & G plant conducts wage surveys in the 
community of selected 
(CONTINUED ON PAGE 


leading companies 
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American Cancer Society and National 
Cancer Institute Join in Film Series 


* The American Cancer Society announced 
this month a joint project with the National 
Cancer Institute wherein it will produce six 
sound films in color to teach general practi- 
tioners and senior medical students how to 
detect cancer early, The unprecedented effort 
at visual cancer detection teaching will show 
leading physicians and surgeons at work 
against a background of the most modern and 
active clinics. 

Ihe first film stresses the need for early diag- 
nosis of cancer and illustrates the possibilities 
of modern surgery. The other films deal with 
cancer of a particular site: Mouth, lung and 
esophagus, breast, digestive tract and skin, 

Special sound tracks in several foreign lan- 
guages will be recorded, and the series will be 
made available to foreign countries. Audio 
Productions, Inc., is producing the series which 
is under direction of S. 8. Feuerman. The first 
of the films will be released this fall. 
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Films for Construction 


REAL NEED FOR MORE AND BETTER TECHNICAL FILMS 
INITIATES JOINT AIA-PRODUCER’S COUNCIL ACTIVITY 


EMBERS OF THE PRODUCER'S 
COUNCIL, INC., national organiza- 
tion of manufacturers of building 
materials and equipment met in Chicago's 
Palmer House on June 18 for their annual 
spring meeting. Highlight of the afternoon 
session was a panel discussion “The Place of 
the Educational Film in Construction” at 
which O. H. Coelln, Jr., editor and publisher 
of Business SCREEN, served as moderator. 
Appearing on the panel were Harold D. 
Haul, AIA, of the Department of Architecture, 
Yale University; Tyler S$, Rogers, Detroit in- 
dustrialist and past president of The Pro- 
ducer’s Council; and Stanley J. McIntosh, of 
the Motion Picture Association of America. 
PANEL AGREES ON NEED FOR TECHNICAL FILMS 
To a man, the members of the panel agreed 
that good technical films were badly needed in 
all phases of the mushrooming building indus- 
try. Fully accepting the sales content of such 
films when sponsored by manufacturers, speak- 
ers felt that plenty of good educational ma- 
terial could be presented on a multitude of 


technical subjects in the construction field, 

The needs of schools of architecture and of 
AIA chapters serving practicing architects and 
their staffs was presented by Mr, Hauf. He 
cited the basic place of the inspection trip and 
praised the film as a more convenient, more 
thorough way of assuring all members of 
classes a full view of technical facts. No sub- 
stitute for the real thing, but a very worthy 
counterpart of modern educational methods 
was his view of the film’s role in architecture 
education. 

In the soberly realistic view of the practical 
business man, Ty Rogers cited the cost of 
sound motion pictures as a deterrent to large- 
scale programs. He also discussed the possibil- 
ity of adapting existing footage to new and 
useable technical programs. But he agreed 
that a definite need for organized activity 
exists and that the construction industry 
should take steps to meet it, The untold com- 
parative values of the film vs. printed advertis- 
ing was very clearly outlined by this speaker. 
(CONTINUED ON THE FOLLOWING PAGE) 





































































































































































Pictures Available 
In the Building Field 


16MM MOTION PICTURES 
MATERIALS 


Backbone of Progress. (30 min) I6sd or si. Am 
Instit 
e Application of structural steel to buildings 
bridges, and other structures. Describes contribu 
tions of steel to America’s building. Predictions 
for the future are made. 
Brick and Stone Masons. (1 rl) l6sd. Voca Guid 
ance or Struc. Clay. 
e Various kinds of structures are shown, sucl 
as large and small buildings, churches, and 
homes. Close-ups identify various bonds mason 
may be called on to lay, such as Flemish, Eng 
lish, and American. Tools of trade are explained 
California Giants. (30 min) l6sd. Calif Redwood 
¢ Logging of California redwood in the for 
ests, transportation to the mills, and manufac 
ture into various industrial and residential 
items 
Cavalcade of Marble. (Two versions: 27 min and 
10 min) l6sd-color. Vermont Marble 
. Story of the industry with production proc 
esses shown. Scenes picture notable marble struc 
tures around the country. 
Dateline Tomorrow. (20 min) l6sd Alcoa 
e An Alcoa film designed to handle the sub 
ject of finishes for audiences of architects, de 
signers, buyers, and manufacturers 
Design for Arc Welded Structures. (15 min) l6sd 
color. Lincoln Elec. 
e History of structure development shown in 
animation. Description of reasons for arc welding 
in buildings and bridges. This picture is designea 
primarily for engineering students 
Doorway to Happiness. (30 min) |6sd-color. Fit 
Door Inst 
e Logging; manufacture of doors and millwork 
use and care in the homes. 
Empires of Steel. (40 min) I6si. Am Instit 
e The erection of the steel in the Empire State 
building, world’s largest structure. Shows how 
steel is prepared for its position in the structure 
and how it is delivered to the site. Views of ele 
Vator equipment, 
Erecting a Skyscraper. (20 min) 16si. Am Instit 
e Steel fabrication for the Bank of Manhattan 
building 
Heat and Its Control. (20 min) l6sd. Mines 
e Value of heat and control by insulation. Rock 
wool fabrication and uses shown. Produced in 
collaboration with Johns Manville 
Heating and Air Conditioning. (11 min) I6sd 
$50.00 P. $1.50 R. Manke 
e Air conditioning installed in restaurants, hos 
pitals, and factories—scenes of equipment being 
constructed, installed, and serviced. The job 
range is outlined and educational requirements 
listed 
Heritage of Glass. (25 min) I6sd-color. Modern 
e Manufacturing processes and uses of Libbey 
Owens-Ford glass. Types of flat glass. Use of glass 
for utility 
tion 
How To Finish Plywood. (22 min) l6sd. Doug 
Fin 


7 Gives answers to questions about painting 


decoration safety, and new construc 





plywood. Both interior and exterior finishes are 
described: light stains, enamel, plastic, stipple 
wallpaper, and canvassing. Treatment of joints 
is shown 


OVER) 








KEY TO THESE LISTINGS 
(Sources are listed on Insert Page D) 





Explanation of listings: film titles are classified 
in alphabetical order under the classifications 
MOTION PICTURES, SLIDEFILMS and 
SLIDES. The former groun is broken dow: 
three sections: Materials, Housing, and Films of 
General Interest. 

\fter titles, length or running time is given 
as 1} min Sound motion pictures are i 
cated by the abbreviation I6sd; silent by 16si 
Prices of films for rent are indicated as $2.50 R 


nite 


Those that are purchaseable are indicated as 
$50.00 P. Otherwise the films are loan. Filn 
sources are the final element in the first para 
graph of each listing abbreviations are keyed to 
the main source list following the title listings 
Example: BIS fon British Information Services.) 


















BUILDING FILMS: 


MATERIALS: CONTINUED 


Indiana Limestone. (20 min) l6sd. Ind. Lime 
stone 

e Quarry and mill scenes. Pictures of buildings 

demonstrating adaptability of limestone to all 





kinds of construction 

Installing Armored Cable. (28 min) l6sd. Nat'l 
Elec 

« Combination promotion and training film 

Opens with synopsis of characteristics and use 

of electrical cable in homes, hotels, public build 

ings. X-ray view of typical home-wiring system 

Scenes show a new house under construction 
\ journeyman electrician checks blueprints 

and goes to work. Detailed explanation of place 

ment of outlets, cutting cable without damage 

to conductors, proper grounding precautions 

workmanship. Emphasis on National Electric 

cok practices 

Installing Vitreous Fixtures. 19 min) 1l6sd 
$30.74 P. Castle 

« Correct handling of vitreous china fixtures, 

installing of seating. How to make water-tight 

installations. Connecting the flushometer 

Making Bricks for Houses. (10 min). l6sd. $45.00 
P. $2.50 R. EBF 

e The uses and manufacture of bricks. Elk 

mentary school series 

Making Glass for Houses. (10 min). l6sd. $45.00 
P. $2.50 R. EBF 

e Conversion of sand, limestone, and soda ash 

into glass, both in the laboratory and in an in 

dustrial plant Shows uses of glass in houses 

Elementary school series 

Manufacture of Laminated Glass. (8 min) |6sd 
Pittsburgh 

« Manufacturing steps are shown for this prod 

uct 

Manufacture of P C Glass Blocks. (S min) l6sd 
Pittsburgh 

« Steps in manufacturing are shown 

Manufacture of PennVernon Window Glass. (5 
min) l6sd. Pittsburgh 

« Window glass manufacture 

Mr. Craig Has the Floor. (30 min) 1l6sd-color 
Johns Manville 

¢ Suitable for audiences of architects, build 

ing superintendents, and business men generally 

Demonstrates asphalt tile flooring, shows re 

search and engineering behind the product 

and takes the audience on step-by-step tour of 

the manufacturing process. Also shows instal 

lations and methods of applying flooring 

Mountains of Marble. (22 min) l6sd. Vermont 
Marble 

¢ Depicts the marble industry in its entirety 

from the quarrying operation, through the vari 

ous phases of fabrication to distribution of the 

finished product. 

The Nation’s Building Stone. (22 min) l6sd. Ind 
Limestone. 

« Advantages of use of Indiana oolitic limestone 

in all types of business construction. Includes 

background of semi-technical material. 

One Hundred to One Million—Quick. (37 min) 
l6sd-color. Glen Gery. 

¢ Benefits of using brick and shale products in 

home and industrial construction. Surveys man 

ufacturing processes. Examples show adaptability 

of brick to architectural design. 

Piping Pointers. (30 min) l6sd. Castle. 

« The language of piping, pressure ratings, end 

connections, valve designs, fittings, joints, repairs 

Sponsored by the Crane Co. * 

Plumbing. (1 rl) l6sd. Voca Guidance. 

« Shows roughing in water pipes in walls and 

floors of building under construction; cutting 

pipes to proper lengths and threading them be 

fore putting in place; putting soil and vent pipes 

in place; sealing joints. Illustrates use of such 

tools as stilson wrench, threading equipment, 

packing tools, lead pots, and torches 

Prefabrication with Plywood. (35 min) l6sd-color 
Loan or $196.00 P. Doug Fir 

« Complete survey of entire prefabrication in 

dustry. Pictures steps in factory building of farm 

structures, schools, and homes. Discussion of fu 

ture possibilities. 

Roofs. (35 min) l6sd-color. Ruberoid 

¢ History of the development of asphalt, ready 

to-lay roofing by the Ruberoid Co. in 1892. Prox 

ess of manufacturing asphalt shingles and roof 

ings, demonstrations of asphalt roofing products 


Sources of films listed in these columns appear 


on Insert page D of this section 
. 








PLASTERING SKILLS are tllustrated in the SVI 
slidefilm from the series “Careers in the Build- 
ing Trades” (for vocational guidance.) 


Films for Construction: 


(CONTINUED FROM THE PRECEDING PAGE) 
GROUP ORGANIZATION PROGRAMS ARE CITED 

Stanley McIntosh, presenting the view of 
the experienced producer, cited the group 
movements under way in other fields such as 
the Poultry and Egg Board, the Medical Film 
Institute and similiar group sponsorship. 

Acting in the role of moderator, O. H. 
Coelln introduced the program in a general 
review ol the progress of field. The size of the 
business and consumer audience, now being 
reached through more than 100,000 16mm 
sound motion picture projectors located in 
all parts of the country was noted, Distribu- 
tion of a single sponsored subject for one of 
the members of the Producer’s Council was 
reported to have reached 25,000,000 persons. 

Imagination and faith in this potent medi- 
um were the principal ingredients which mem- 
bers of the building industry should acquire. 
Ihe success of technical films is already prov- 
en in many other industries. 


Susyecr AREAS INCLUDE HOUSING AND SCHOOLS 


I'wo of the most important areas of public 
interest (and of paramount importance to the 
building industry also) are public housing 
and schoolhouse construction, These subjects 
embrace consumer as well as industry interests. 
Ihe shortage of skilled personnel, for exam- 
ple, is one bottleneck to the future of the ma- 
terials field. Orderly city planning is little un- 
derstood by the public which should support 
such movements on its own behalf. 

Schoolhouse construction offers a similar 
public relations opportunity. The public is 
again interested in good schools. The school 
architect, material supplier and builder have 
a common interest in overcoming apathy and 
resistance to higher costs, 

Principles of modern construction, proper- 
ties of new materials and benefits of architec- 
tural planning are similar objectives for vis- 
ual education. 


Propucer’s Councit PLANS Fitm Activity 

Looking to cooperation with the American 
Institute of Architects with which its activities 
are closely identified, the Producer's Council 
has already determined its need for technical 
film activities. A joint committee of both archi- 
tect and material supplier groups is expected 
to materialize, according to Charles M. Mor- 


tenson, executive secretary of the Council. 

Such a committee can plan the full scope 
of the visual needs of the industry, ranging 
from schools of architecture, through practic- 
ing architect groups, numbering some 15,000 
men and women, and to dealers and manufac- 
turer sales representatives in the field. There 
are 30 local Producer Council chapters located 
nationally. 


THESE ARE TECHNICAL FILM SuBjEcT AREAS 


(1) Materials in the field of insulation and 
roofing, masonry, fenestration, plumbing and 
heating all should be covered by adequate 
technical films explaining their properties and 
use without bias for competitive reasons. 

(2) The confusion of local building codes and 
what a modern building code in a typical mod- 
ern city can accomplish is another typical 
visual problem for some sponsor to solve. 

(3) The “issues” which affect the national 
public relations of the building industry such 
as the size of the postwar construction job, 
reasons for cost, the labor problem and train- 
ing needs, progress in development and dis- 
covery of materials and the modern technology 
of construction need to be explained, 

(4) Training of skilled and semi-skilled work- 
men might be expedited by gradual develop- 
ment of training materials in specific proven 
areas. Such programs might be undertaken 
cooperatively with enlightened labor unions. 
(5) Vocational guidance at the high school 
level to turn more boys into the building 
trades would be beneficial. The industry 
might sponsor prints of existing vocational 
subjects for school distribution, 

(6) There is a shortage of skilled draftsmen. 
Vocational and training materials have no op- 
position in this field and are greatly needed 
for high schools and technical training insti- 
tutions. 

(7) Films “‘selling” the services of an architect 
to prospective home builders are worthwhile. 
There is strong interest in modern home ideas 
as witness the popularity of many magazines 
in this field. But nothing packs more convic- 
tion than a good motion picture among these 
waiting audience groups in churches, clubs, 
lodges, and thousands of other places. 

(8) City planning, previously cited, remains 
a grave need of all the city dwellers. The rec- 
lamation of blighted areas, private enterprise 
vs. government operations are all part of this 
vital subject interest in which films can play a 
vastly important role. ie 


PAINTING SKILLS are described in the SVE slide- 
film on that subject, also in the vocational 
series “Careers in the Building Trades.” 
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A BUSINESS SCREEN CHECK-LIST OF FILMS ON ARCHITECTURE, 


MATERIALS: CONTINUED 
(CONTINUED FROM COL, |: PRECEDING PAGE) 


Sidelights on Siding. (35 min) l6sd-color. Ru- 
beroid. 

e Deals with the manufacture and application 

of asbestos cement siding. 

Solid Comfort. (22 min) 16sd-color. Celotex. 

« Celotex process of manufacturing rock wool. 

Use of wool to provide home insulation for re- 

taining heat in winter, keeping heat out in sum 

mer. Important: this film not available as yet to 

any outside group. 

Story of Rock-Wool Insulation. (25 min). l6sd. 
Mines. 

« Manufacture of rock wool and procedure for 

insulating new and old buildings with rock wool 

by pneumatic method. Conditions that develop 

without insulation are shown in animation. 

Things You Should Know About Your Roof. 
(25 min) l6sd. Johns Manville. 

¢ Advantages of asbestos built-up roof. Suit 

able for meetings of architects, plant engineers, 

and building owners. Demonstrates actual 

method of applying roofing; importance of 

quality workmanship emphasized. 


HOUSING 


All Wood Prefabricated Houses. (25 min) 
l6mm. Timber. 

Are We Painters. (35 min) l6sd. DuPont. 

« The right and wrong way to paint a house 

(with comedy interlude). 

Better Farm Homes With Cement. (20 min) 16sd 
color. Portland Cement. 

¢ Depicts the building and remodeling of farm- 

houses. 

Building a Farm Home. (2 rls) ]6si. $.50 R. A&B. 

Building a House. (8 min). l6sd. $25.00 P. $1.25 
R. Can FB. 

¢ Building of a prefabricated house in Van- 

couver, Canada, in one day’s time. 

Building a House. (10 min). $45.00 P. $2.50 R. 
EBF. 

« Depicts processes in constructing a small mod- 

ern house. Illustrates laying of cement founda- 

tions and floors. How workmen, using mass con- 

struction methods, put up a house quickly at 

great savings over older piece building methods. 

Building a Home with Western Pines. (25 min) 
l6sd. West Pine. 

« Shows building of Western Pine home at 

Golden Gate Exposition in San Francisco. Suc- 

cessive stages in construction of the Cape Cod 

colonial house are detailed. 

Building America’s Houses. (11 min) l6sd. $50.00 
P. EBF. 

e Discusses great expense that has become as- 

sociated with building and how this expense can 

be minimized. Shows benefits that can be de- 

rived from such mass-production methods as 

prefabrication and site fabrication. 

Building with Piltup. (19 min) 16sd-color. Port- 
land Cement. 

e* The building of reinforced concrete homes 

via method of tilting the farm walls into position. 

Cemesto Horizontal Rail System of House Con- 
struction. (23 min) Il6si. Celotex. 

¢ Shows how pre-cut pieces can be joined to- 

gether. 

A City Comes to Alexander’s Corners. (90 min) 
16sd-color. Homasote. 

¢ Details erection of 5,000 Homasote prefabri- 

cated homes. Houses were built in five months 

time. 

A City Rises Overnight. (60 min) 16sd-color. 
Homasote. 

e Erection of 977 prefabricated homes from 

laying of foundations to finishing of roofs. 

Colonial Architecture. (10 min) 16sd or si. $27 
and $24 P. Film Center. 

¢ Trip through Henry Ford’s Greenfield Vil 

lage; colonial settings. Also visit to Deerfield, 

Mass., showing typical example of the work of 

the early colonial “master builders.” 

Country Homes. (11 min) l6sd. BIS. 

« Urgent housing demands in rural England 

called for a new type of permanent mass-pro- 

duced home. Portrays erection of a home (de- 

signed by Sir Edwin Airey) by six workmen in 

less than a week. Produced for the British Min- 

istry of Health. 


Dawn of Better Living. (15 min) _ 16sd-color. 
Westinghouse. 

e Brief history of lighting, and how man uses 

electricity for an easier, more pleasant way of 

living. Latest ideas in home planning are shown, 

room by room. 

Design for Learning. (20 min) l6sd-color. P&S 
or $6.00 R—Ind U. 

« Methods of planning of construction of a 

modern school are explained. Detail views of the 

completed building with emphasis on reasons 

for new departures in architecture. Develops 

idea that building a school is a community proj- 

ect. 

18th Century Life in Williamsburg. (44 min) 
l6sd-color. Eastman Kodak. 

e A classic film in the informational field which 

will prove useful to architects or home decoration 

students as an authentic reenactment of life in 

colonial Williamsburg. 

Farm Structural Buildings. 16mm-color. Zono- 
lite 

¢ Emphasis on insulating concrete floors. 

Fabricating the Western Pines. (35 min). 16sd. 
West Pine. 

e Fabrication and assembly of sash, door, 

frames, and screens and their proper installation 

in house construction. 

Home Builders at Work. (45 min) l6si. $1.00 R 

—AXB. $32.50 P—Purinton. 

« The building of a home, from plans and 

blueprints to its occupation, with a depiction of 

the various trades involved in its construction. 

Home for the Brave. (20 min) l6sd. $45.00 P. 
$6.00 R. LA Housing. 

e Present-day national housing problems with 

emphasis on conditions in California. Pictures 

substandard conditions and problems of the vet 

eran attempting to build his own house on a GI 

loan. 

How To Build a House in 78 Minutes. (30 min) 
l6sd Homasote. 

e Technical review of the fabrication and erec- 

tion of 5,000 Homasote homes in five months 

time, showing the precision-built system of con- 

struction. This is a shortened version of A City 

Comes to Alexander’s Corners. 

Home Place. (32 min). l6sd. $38.72 P.—Castle. 
R—UWF. 

e Farm housing characteristics in various sec 

tions of the country. U. S. Dept. of Agriculture 

film. 

Houses in Jig-Time. (11 min). 1l6sd-color. Can 
FB. 

e Streamline building methods in Monston, 

New Brunswick. System of jig assembly and on 

site fabrication which established a building rec- 

ord recently. 

Housing in Scotland. (14 min). l6sd. $37.50 P. 
$2.00 R. BIS. 

e ‘Temporary as well as permanent structures 

in Scotland’s post-war building program. 

Making of American Homes. (20 min). 16sd-color. 
Castle. 

e How the kitchen and bathroom may be re- 

built and modernized into rooms of beauty and 

utility; manufacturing processes in the making 

of porcelain fixtures. 

New Builders. (10 min). l6sd. $26.00 P. BIS. 

e Describes training given to young men who 

are reconstructing areas of Britain devastated 

during World War II. 

Operation Integrated. (15 min). 16sd-color. Can 
FB. 

e Canadian integrated housing plan shown as 

providing builders with necessary assistance to 

produce homes for sale to veterans at controlled 

prices. 

Place to Live. (18 min) 16sd. $72.00 P. $3.00 R. 
Bran. 

e Slum scenes in Philadelphia—lays the foun- 

dation for an approach to a solution to the hous 

ing problem and Jeaves the way open for a fol 

low-up applicable to a specific local situation. 

Prairie Homes. (20 min) l6sd-color. $5.00 R. 
$150.00 P. Can FB. 

e Ways in which farm houses on the prairie 

can be made more attractive. Scenes contrast 

the effect of farm buildings against a flat hori 

zon with the beauty of a home surrounded by 

landscaping. 


HOUSING & CONSTRUCTION 


Prefabricating Light and Heavy Timber Struc- 

tures. (25 min) 16mm. Timber. 

Problems of Housing. (10 min) I6sd. $50.00 
EBF. $2.00 R—Assn 

e Shows standards for pleasant and healthful 

housing, and demonstrates practical methods of 

modernizing homes to these standards. Stresses 

protection from weather, adequate light, safety, 

beauty, and freedom from insects. 

We Decorate Our Home. (3 ris) 16sd-color. Hart 
ley. 

e Shows ways to redecorate a typical home by 

using such materials as paint and glass. Suggests 

methods for cleaning and _ refinishing soiled 

woodwork. Shows how to place mirrors behind 

radiators to achieve more satisfactory heating 

The Welded Steel House. (10 min) I6si. Lincoln 
Elec. 

e Describes structural and architectural advan 

tages of the steel home 

Will and the Way. (2 rls). l6si. $18.72 P. Castle 

e Remodeling and modernizing an 80-year-old 

farmhouse. U.S. Dept. of Agriculture film 


GENERAL INTEREST 


For Safety’s Sake. (15 min) l6sd. $82.50 P. Nat'l 
Safety. 

e Demonstrates use, inspection, and care of 

portable hand tools. On-the-job scenes and dra 

matic sequences illustrate operating hazards and 

give specific instructions for handling drills, 

grinders, saws and other electrical tools with 

safety. Manual included 

Proud City. (26 min) l6sd. BIS 

¢ London rebuilds after World War IL and 

this film tells of the planning and ideas which 

directed that great effort. Particularly good for 

city planning discussion groups. 

Shelter. (10 min). l6sd. $50.00 P—EBF. R—U of 
Kan. 

e The effect of climate on shelter, the form of 

building materiais and specialization required in 

constructing modern types of shelter 

This is Tomorrow. (10 min) l6sd. TFC 

¢ A John Nesbitt (Passing Parade) short 

adapted from The City with special emphasis 

on modern housing and related city planning 

problems. 

What Price Safety. (2 rls) l6sd. TFC. 

e Available only to schools. An MGM Crime 

Does Not Pay picture. Shows a gang forcing its 

way into the construction business. Members are 

apprehended by the police after several deaths 

result when they attempt to skirt the provisions 

of the building code. 


a. h& 282 eF 3 LBS 


(Including sound and silent subjects) 


According to Plan. (90 frames) sd. Am Central. 
¢ How installing American Central kitchen 
cabinets and sinks modernizes a kitchen. 





America’s Housing Crisis—Problem Number One. 
(115 frames). si. $5 R. Cur. Hist. 
e U.S. housing problems traced. Early efforts to 
correct it. Scope of housing needs—what must 
be done to provide houses on both emergency 
and permanent bases. 
Careers in Building Trades. si. $2 P. SVE. 
Concrete Facts. sd. Master 
e Illustrates results of studies of cement disper 
sion made by Ohio State University and a well- 
known testing authority. Shows new projects, 
explains action and benefits of cement dispersion. 
Points out how concrgte durability may be in 
creased as much as 50 per cent 


Construction Equipment Safety. (20 min) sd 
$22.50 P. Nat'l Safety. 
e Causes of accidents in use of heavy construc 
tion equipment: bull-dozers, cranes, tractors, 
steam shovels, dump trucks, etc. Stresses import 
ance of following simple rules and relying on 
common sense in safety matters. Manual in 
cluded. (OVER) 


Note: Silent slidefilms or filmstrips are indicated: si. 
Sound slidefilms are shown as: sd. and require 3314 
rpm playback. 
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A BUSINESS SCREEN CHECK-LIST OF FILMS ON ARCHITECTURE AND CONSTRUCTION 


SLIDEFILMS: CONTINUED 


Handling Pressure Cylinders. (6 min) sd. $11.10 
P. P&S 

e Detailed information on proper storage, rig 

ging, hoisting, and use of oxygen, acetylene, and 

other pressure cylinders, with emphasis on safety 

usage. Includes meeting guide. 


Let’s Talk about the Weather. (15 min) sd 
Chamberlin 

¢ Weatherproofing a home; heat-leaks and 

their remedy 


Modular Coordination of Windows and Sash. 
30 min, continuous) sd. Nat'l Door 

¢ Primarily designed to illustrate a lecture on 

modular coordination as related to windows 

and sash 


4 Scotsman Looks at Modular Coordination. 
107 frames }0 min) sd-color. Am Inst. of 


Architects 


¢ Promotion slidefilm on dimensional coordina 
tion produced by The Producers’ Council In¢ 
and the AIA 


Safe Earthmoving. (15 min) sd. Loan or $10.00 P 


Le Tour. 


e Shows hazards relating to earthmoving equip 
ment on construction jobs. Features LeTourneau 
equipment, but covers in general the mechanical 
and operating factors of any make of earthmov 


ing machinery. 


Vermont Marble. si. $2 R. SVE. 


Woodworker’s Tools. (36 frames) si. Vis Sci. 
« Shows more than 100 commonly used hand 
tools, describing details in their use. 


GLASS SLIDES 


(Including 2x2 and 314 x 414) 


Heat in Harness. (800 slides) Minneapolis-Honey- 
well. 

e Slides picture electronic products, installa- 

tions, charts and ,diagrams showing circuits, 

wiring, piping etc. Used by M-H for its training 

program. 


Timber Connector Constructtion for Various 
Types of Structures. (30 min) 314 x 4. Tim 
ber. 





Sources of Motion Pictures, Slidefilms and Slides Listed in 


A & B: Akin & Bagshaw Inc., 2023 E. 
Colfax Ave., Denver, Colo. 

Alcoa: Aluminum Company of America, 
801 Gulf Bldg., Pittsburgh 19, Pa. 
Am Central: American Central Manu 
facturing Corporation, Connersville, 

Ind. 

Am Instit of Architects: American Insti 
tute of Architects, Technical Secretary, 
1741 New York Ave. N.W., Wash 
ington, D.C. 

Am Instit: American Institute of Steel 
Construction Inc., Dept. of Education- 
al Services, 101 Park Ave., New York 
City 17. 

Assn: Association Films, YMCA Motion 
Picture Bureau, 347 Madison Ave., 
New York City. 

BIS: British Information Services, 30 
Rockefeller Plaza, New York City 20. 

Bran: Brandon Films Inc., 1600 Broad 
way, New York City 19. 

Calif Redwood: California Redwood 
Distributors Ltd., 35 E. Wacker Dr., 
Chicago lI. 

Can FB: National Film Board of Canada, 
620 Fifth Ave., New York City 20. 
Castle: Castle Films, RCA Bldg., New 
York City 20; 135 S. LaSalle St. Chi 

cago; Russ Bldg., San Francisco 4. 

Chamberlin: Chamberlin Company ol 
America, 1815 N. Central Park, New 
York City. 

Celotex: Celotex Corporation, 120 S. La- 
Salle St., Chicago 3, 

Cur Hist: Currerit History Films, 77 
Fifth Ave., New York City 3. 

Douglas Fir: Douglas Fir Plywood Asso 
ciation, 301 Tacoma Bldg., Tacoma 2, 
Wash. 

DuPont: E. 1. DuPont de Nemours & 
Company Inc., Advertising Dept., 
Wilmington 98, Del. 

Eastman Kodak: Eastman Kodak Com 
pany, Informational Films, Rocheste 


New York. 


EBF: Encyclopaedia Britannica Films, 
1150 Wilmette Ave., Wilmette, Ill 


Be sure to write source nearest you for all films 
listed; return borrowed films promptly and in 
perfect condition. Remember: sound films will 
not operate on silent 16mm equipment. 


Fir Door Instit: Fir Door Institute, Ta- 
coma Bldg., Tacoma 2, Wash. 

Glen Gery: Glen Gery Brick & Shale 
Company, Reading, Pa. 

Hartley: Hartely Productions Inc., 20 W, 
17th St., New York City 19. 

Homasote: Homasote Company, Tren- 
ton, N. J. 

Ind Limestone: Indiana Limestone In- 
stitute, Bedford, Ind. 

Ind U: Indiana University, Audio-Visual 
Center, Bloomington, Ind. 

Johns Manville: Johns Manville Cor- 
poration, 22 E. 40th at Madison, New 
York City. 

LA Housing: Los Angeles Housing Car- 
avan Committee, 659 N. Weston Ave., 
Los Angeles 27. 

LeTour: R. G. LeTourneau Inc., Peoria, 
Ill, 

Lincoln Elec: Lincoln Electric Co., 12818 
Coit Rd., Cleveland 13, O. 

Manke: Carl F. Manke Productions, 2708 
Beaver Ave., Des Moines 10, Ia.; 7514 
N. Ashland Ave., Chicago. 

Master: Master Builders Company, 7016 
Euclid Ave., Cleveland 3, O. 

Mines: Bureau of Mines, Graphic Serv- 
ices Section, 4800 Forbes St., Pitts- 
burgh 13, Pa. 

Minneapolis-Honeywell: Minneapolis 
Honeywell Regulator Co., 2747 4th 
Ave., S., Minneapolis 8, Minn. 

Modern: Modern ‘Talking Picture Serv- 
ice Inc., 9 Rockeleller Plaza, New York 
City 20; 142 E. Ontario, Chicago 11; 
247 Spring St. NW, Atlanta, Ga, 

Nat'l Door: National Door Manuta 
turers Association, 332 S, Michigan 
Ave., Chicago. 

Nat'l Elec: National Electrical Manu- 
facturers Association, 155 E. 44th St., 
New York City. 


These Feature Pages 


Nat'l Safety: National Safety Council, 20 
N. Wacker Dr., Chicago. 

Pittsburgh: Pittsburgh Plate Glass Com- 
pany, 632 Duquesne Way, Pittsburgh 
99 

P&S: Photo & Sound Inc., 153 Kearny St., 
San Francisco. 

Portland Cement: Portland Cement As- 
sociation, 33 W. Grand Ave., Chicago. 

Purinton: Robert F. Purinton, 4404 42nd 
St., San Diego, Calif. 

Ruberoid: The Ruberoid Company, 500 
5th Ave., New York City 18. 

Struc Clay: Structural Clay Products In- 
stitute, 1756 K St. NW, Washington, 
D. C. 

SVE: Society for Visual Education, 100 
E. Ohio St., Chicago 11. 

TFC: Teaching Film Custodians Inc., 
25 W. 43rd St., New York City 18. 

Timber: Timber Engineering Company, 
1319 Eighteenth St. N.W., Washing- 
ton 6, D.C. 

U of Kan: University of Kansas, Bureau 
of Audio-Visual Instruction, Lawrence, 
Kan. 

UWF: United World Films Inc., RCA 
Bldg., 30 Rockefeller Center, Néw 
York City 20. 

Vis Sci: Visual Sciences, Suffern, N. Y. 

Vermont Marble: Vermont Marble Com- 
pany, Proctor, Vt. 


Voca Guidance: Vocational Guidance 
Films Inc., Distributed by Carl F. 
Manke Productions, 2708 Beaver Ave., 
Des Moines, Ia.; 7510 N. Ashland Ave., 
Chicago 26, 

West Pine: Western Pine Association, 
Yeon Bldg., Portland 4, Ore. 

Westinghouse: Westinghouse Electric 
Corporation, Motion Picture & Speak 
ers Bureau, 306 Fourth Ave., Pitts 
burgh, Pa, 


Zonolite: (vermiculite): Zonolite Com 
pany, 135 S. LaSalle St., Chicago 3. 
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VISUAL TRAINING REPORT 





Europe Turns to Visual Education Methods 


BELGIUM LEADS IN ADOPTING AMERICAN A-V TECHNIQUES 


* Visual education is reaching ever wider 
groups in Europe today. Various govern- 
ments, particularly in France, Belgium, Uni- 
ted Kingdom, Switzerland and Italy, are find- 
ing visual training aids to be an effective tool 
in eliminating one of the greatest obstacles 
standing in the way of a rehabilitated indus- 
try — the lack of competent, trained workers. 
Belgium, which has probably progressed 
more rapidly than any other country in Eu- 
rope since the war, has also been in the fore- 
front in adopting visual education as a stand- 
ard method of technical instruction. La Der- 
niere Heure, leading Brussels newspaper, calls 
it “A revolution in teaching technique 
the new method born of the war and proved in 
America will bring a new era to the art of 
teaching.” 


BELGIAN MAGAZINE Notes GI Success 


Mercure, Belgian business magazine, has 
this to say: “During the war we were always 
amazed to find what good mechanics all les G/ 
were. Our boys were good soldiers, but what 
vehicle wreckers!! Americans seemed to un- 
derstand each gadget they used and be able 
to take it apart and put it together again. We 
couldn't understand this at the time for we 
knew les GI came from all walks of life and 
various professions and were not all mechan- 
ics. We now know that in America, during 
the war, when time was precious, new methods 
of mass training were developed to acquaint 
people from all professions with their new 
trades as soldiers, Whereas in normal times 
it might take three years of study in profes- 
sional schools and several more of practical 
training to learn how to assemble, disassem- 
ble, and repair any machine, this time could 
not be spent now so unprofitably. 

“American instructors realized that the hu- 
man being whose mind is relatively undevel- 


ACCIDENT PREVENTION ts graphically illustrated 
in this slidefilm sequence. 


oped intellectually, is very alert with his senses 
Once his curiosity is aroused he learns more 
easily by the use of his senses—above all, eye 
and ear—than by applying his mind. Up to now 
the mistake of relying on ear alone for teach- 
ing has resulted in slow learning, as the man 
in the street has not learned to reason induc- 
tively or deductively. So the new audio-visual 
training was introduced because it brought 
knowledge to the majority of men through 
their senses which are keenest — ear, eye, and 
sometimes even touch. 


Contacts WITH AMERICANS ARE SOUGHT 


“Now the first contacts have been estab- 
lished between visual educators across the 
Atlantic and industrial firms here. The con 
struction of a Belgian society is being studied 
which ought to launch wide scale application 
of the new method in our country. We wish 
good luck to these American producers, con- 
vinced that their efforts will enrich Belgium's 
productivity by improving the quality of its 
manufactures.” 

Mercure goes on to describe the Belgian 
government's new program of visual instruc- 
tion for training unemployed nationals and 
displaced persons in the various trades needed 
for the rebuilding of Europe. 


EsTABLISH VISUAL CENTER AT TOURNAI 


This new program was introduced to Bel- 
gian officials by Mr. Alexander Belenky, Euro- 
pean representative of Frederic House, Inc., 
New York. M. P. Lacoste, the Commissioner 
General for the Promotion of Labor, and his 
assistant, M. J, Van Caeneghem, were very 
much interested in applying American meth- 
visual education to this problem. 
Through their cooperation, and that of M. 
Martin, Director of Unemployment Service, 


ods of 


a special visual education center was estab- 


Work HAzarps are shown in slidefilm train- 
ing materials now being provided to Belgium. 
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TRAINING BRICKLAYERS with slidefilms, The 
word “soupirail” means support, referring to 
iron rods set into the brickwork. 





lished last year at Tournai to experiment with 
the effectiveness of visual training methods. 

For this program, Frederic House produced 
four slide films and five booklets to train ma 
these aids a 
At the end of six 
weeks, it was found that the 38 unemployed 


sons and bricklayers. ‘To test 
training course was set up. 


who took the course were fully qualified to 
perform any type of work required in that 
trade. The films and booklets were integrated 
in such a way as to give a constant check on 
the student’s progress, For example, the first 
booklet showed each frame of the film oppo 
site the commentary which accompanied it, 
Ihe second booklet presented the text with 
out the pictures, and the students had to de- 
scribe or sketch in the action indicated, ‘Uhe 
next booklet had only the pictures. The fourth 
booklet mixed the sequence of the procedure, 
and the fifth omitted many steps. The re- 
sults of this pilot training course were far be- 
yond expectations. So much so that Belgian 
school officials immediately began a more in 
tensive study with the aim of implanting the 


method in Belgian educational institutions. 


BELGIAN ARMY ALso Sets Up PROGRAM 

A similar training program is being set up 
in the Belgian Army through the efforts of 
Majors Gheysen and Gerard, The aim ol 
this program is that every soldier, upon com 
pletion of his one year term of military sery 
ice (at age 19), will be discharged as fully 
trained in some trade — as a carpenter, mech- 
anic, plumber, etc. 

Phrough the ellorts of L’/nstitut d’' Organi 
sation Industrielle et Commerciale of Brussels, 
a non-profit, semi official organization some 
what similar to our Chamber of Commerce, a 
program of audio-visual technical training 
will be made available to Belgian industrial 


and commercial companies. 


GOVERNMENT APPROPRIATES ADDED FUNDS 

The first year of this program has proved 
its effectiveness. ‘The Belgian government is 
appropriating large sums of money to expand 
its activities and is making every eflort to 
coordinate the military and civil phases to 
include as many as possible of the victims of 
the war. Not only are these people helped as 
individuals, but Europe is helped by gaining 
the skilled workers it so desperately needs for 


re-construction. + 


27 


Now SHOWING J 










i a 0? - na = 
Pe e9 eee a) e+. 2 , 
5 eo @ * Soe ” aoa > ¥ 4 
f: e a oe > os a aj - “ . ‘ 
7 e ase * @ — - + -_ - *s sd ball * 
4 ae | * s 2s # * ~»© € e ao? » M @ 
4 a = 9 €@250>) eee @ © © eet * 
SSS Seem se sce ese ° 
. a ate ? *« e oe °@ a . ¢ *# ns . 
ors 2 ¢¢ es ° ee % ae» = * 
. oe or e ° , ae e# 7 
J . > + a _ e 
* ° o * e *,° a mS 
. ,/* , ° . ————. 2 en | o c7 








* 7 * 


HEN ELMER L. LINDSETH, pres- 
ident of the Cleveland Electric I- 
luminating Company, sat down at 
his desk last November 24th, he found a stack 
of letters about two feet high. This was the 
first batch of congratulations to arrive fol- 
lowing the premiere showing of the com- 


a DOCUMENTARY MOTION N r : pany’s Opportunity—The Story of the Best 
bes, ' ia Location In the Nation. Picking one off the 


STARRING top, he read (from a prominent school exec- 





utive): “This occasion will long be remem- 
bered for its sheer enjoyability as well as 


>. - i for the added appreciation of our own city 
4 i j which it must have engendered in all who 
: ; saw and listened, The only thing wrong with 


the film is that it will inevitably add to our 
housing problem when the rest of the coun- 
try starts to move in.” Further on down the 
pile, he found (from a leading Cleveland 
industrialist): “Last evening I attended the 
preview of the March of Time presentation 
Opportunity—The Story of the Best Loca- 
tion in the Nation. It was grand. People can- 
not help but be impressed with the way 
your company is carrying the ball in develop- 
Ohio Area is ing a pride in our community and a knowl- 
: edge of the many advantages of this area. 
IN THE NATION \nother result will be an increasing pride in 


our form of economy, This picture cannot 





TUNITY, the Story of the Best help but increase the already high esteem in 
'¢ Nation,” is the production of the 





2 nem 


ine“ Sarees ade 





5,000 LEADING OHIOANS, mostly from the Greate? Cleveland Area, 
attend the premiere performance of “Opportunity” at the city’s 
Public Music Hall, In these two scenes (above and right) are 
such honored guests as Ohio's Governor Thomas Herbert (in 
scene above center); Cleveland's Mayor Thomas Burke and Mrs. 
Burke; Robert Black, president, White Motor Company, and 
Mrs. Black; Arthur W. Steudel, president, Sherwin-Williams 
Company, and Mrs, Steudel; John Murphy , pre sident, the Higbee 
Company, and Mrs. Murphy. 
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Business MEN OF CLEVELAND gathered at showings like this (scene above) to see the Cleveland 


Illuminating Company’s ctvic promotional film “Opportunity” also shown in 121 theatres. 


which this community holds your company.” 

When Mr. Lindseth opened the News, the 
Press and the PLAIN DEALER, he found col- 
umns in the editorial, news and entertain- 
ment sections all devoted to aceolades for 
the movie and sincere praise for the Illumi- 
nating Company. 


SHOWN To Over THREE MILLION PEOPLE 

Since that November morning, Mr. Lind- 
seth’s mail and press clippings have increased 
a hundred fold, and 1,300,000 people in the 
Cleveland area (out of a million and a half 
maximum possible audience) have seen 
Opportunity. . .. Of 129 theatres in the area 
121 have booked the film, and 10 have re- 
booked. It has been seen in every public 
school in the area, plus hundreds of social 
clubs, union halls, civic organizations, church- 
es, veteran’s groups and other institutions, It 
was seen at a special midnight showing by 
the entire Ohio State Legislature. 

Obviously, Opportunity . . . has been a 
whooping success. All Clevelanders, their civ- 
ic pride aroused, have been encouraged to 
help C.E.I. sell their city to others. It is a 
fine example of smart film use, tie-ins and 
promotion: Opportunity .. . has paid off. 

Last spring, Frank Ryan, assistant to the 
president, and head of the public relations 
and advertising departments of the Illuminat- 
ing Company, originated the plan for a film 
(1) to heighten Clevelanders’ knowledge of 
and pride in their city; and (2) to attract 
additional business to the area. Consulting 
with the D'Arcy Company, C.E.I.’s advertis- 
ing agency, and Time, Inc.’s Cleveland man- 
ager, the March of Time was selected for the 
job of filming the Cleveland story. It was a 
natural choice for this type of picture, C.E.I.’s 
national advertising has been heavily con- 
centrated in Time and Fortune. Time, itself, 
once had its home office in Cleveland, thinks 
well of the city, and vice versa. And this broad 
type of message is right up Time's alley, Fif- 


NUMBER 4* VOLUME 9 * 1948 





teen March of Time script writers, researchers 
and production crews went on the job in 
May 1947 and production began late in Au- 
gust. 

The final result is a typical 18-minute 
March of Time picture story of Cleveland's 
streets, stores, industries, offices, homes, parks, 
theatres and civic activities. Although ob- 
viously planned for theatre showings, Oppor- 
tunity .. . makes no namby-pamby or snide 
efforts to be an Illuminating Company ‘“‘com- 
mercial’’—it is a commercial, and the com 
pany establishes its own part in Cleveland in 
no uncertain terms, 

Pontificating narrator Westbrook Van Voor- 
his is March of Time's familiar “voice” in 
Opportunity His thundering commen- 
tary, as always, carries considerable convic- 
tion. 


PREMIERE PERFORMANCE AT Music HAL 

C.E.I. introduced the new picture with a 
truly auspicious send-off. 3,000 leading Cleve- 
landers, Mayor Thomas Burke and Ohid’s 
Governor Thomas Herbert were on hand for 
the premiere performance at Public Music 
Hall. Preceding the initial showing was a 
concert by the Cleveland Summer Symphony 
Orchestra. 

During theatre runs of the film, the II- 
luminating Company continually hypoed at- 
tendance with daily newspaper advertising 
telling of the picture. 

O pportunity—the Story of the Best Loca- 
tion in the Nation is more than just a Cleve- 
land picture in the broad sense, it is also a 
story of private enterprise at work, showing 
what it has accomplished for the people of 
one community, As one Cleveland newspa- 
per expressed it: “It brought out very force- 
fully all the advantages of the Greater Cleve- 
land area, and how fortunate we are to be 
a part of a great nation which still believes 
in free enterprises. It is rendering a service 
to all the citizens of our nation.” é 





The New Films 








Gruen Watch Shows “The Miracle of Time” 


* Within the next few weeks, the GRUEN 
Watcu Co. will begin distribution of The 
Miracle of Time, a 20-min entertainment 
public relations short produced by FILMs For 
INpusTRY, New York. 

Che film deals with the importance of time 
to man, and consequently, of the instruments 
with which he measures time, To explain 
the mechanical structure of a watch, high mag- 
nification photography brings to full screen 
size the incredibly tiny screws, hairsprings and 
similar items used in timepiece manufacture. 

This is not Gruen’s first excursion into 
picture-making. More than a year ago the 
company decided it could serve itself as well 
as the rest of the watch industry by offering 
a film to repairmen suggesting a method of 
disassembling and cleaning a watch. Through 
Films for Industry they produced Guardians 
of Precision, a 20-min sound and color sub 
ject which has since been seen by practically 
every watch-repairman in the country. 

Occasional screenings to non-professional 
audiences met with sufficient interest so that 
Gruen put the film into general distribution 
to schools, clubs, etc. The response from these 
groups prompted The Miracle of Time, pro- 
duced exclusively for non-technical programs. 


* * * 


“Home of Champions” a Must for Dog Lovers 
* Home of Champions, a short story on the 
training of bird dogs, is the tithe of a one-reel, 
l6mm motion picture in Kodachrome pro- 
duced by The Ralston Purina Company 
through The Jam Handy Organization, 

he purpose of the film is to show, by a 
pictorial trip through Sedgefield—a dog breed- 
ing and training farm in Mississippi—some 
outstanding dogs at home in their kennels. 
Managed by Clyde Morton, famous dog 
trainer, Sedgefield reflects the methods used 
in training champion dogs. 

Of particular interest to professional dog 
breeders, dog trainers, hunting clubs, and to 
those who show dogs, Home of Champions is 
available on a free loan basis, Information 
on showings can be obtained by writing to 
Mr. Gordon M. Philpott, vice president, Ral- 
ston Purina Company, St. Louis, Missouri. 
There is no mention of the sponsor's name. 


A scene from “Home of Champions” 
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A COMPARATIVE STUDY OF SPONSORED FILM DISTRIBUTION COSTS 


Table I: 6,000 shipments of a 2-reel film from 26 regional exchanges 





Total Z O 

Exchange oY Shipments 2 3 
Atlanta 1.7 282 99 99 
Boston 5.0 300 180 90 
Bullalo 1.1 246 123 123 
Cedar Rapids 1.7 102 102 
Chicago 1.4 204 ono 39 
Cleveland 7.4 144 333 11] 
Dallas 8.6 516 18! 18] 
Detroit 5.5 210 37 73 
Harrisburg 2.0 120 120 
Indianapolis | 186 186 : 
Kansas City 3.9 23 117 117 
Lexington 2.0 120 108 12 
Los Angeles ae 126 74 26 
Milwaukee 5.3 198 139 59 
Minneapolis 5.0 300 180 60 
New Orleans 2.2 132 53 99 
New York 6.2 72 372 

Omaha 3.2 192 96 96 
Philadelphia 1.5 270 270 

Pittsburgh 1.3 258 219 51 
Raleigh 1.5 270 189 81 
Richmond 22 132 11] 21 
St. Louis 3.5 210 126 63 
Salt Lake City 2.4 144 58 29 
San Francisco 1.9 114 68 3 
Seattle t.3 258 103 51 
lotals 100.0 6000 3969 1515 
Rate per shipment $.14 $.18 
lotal Cost $545.66 $272.70 
lotal Cost all Zones—one wayv—$973.77 

Table IL: 6,000 shipments of a 2-reel film from 
Total Z O 

Exchange % Shipments 1-2 3 1 
Atlanta 1.7 282 

Boston 5.0 S00 

Buffalo 1.1 246 98 
Cedar Rapids 1.7 102 102 
( hicago t.4 264 264 
Cleveland 7.4 144 15 399 

Dallas 8.6 516 

Detroit 5 210 210 

Harrisburg 2.0 120 12 
Indianapolis 5.1 186 140 16 
Kansas City 3.9 254 

Lexington 2.0 120 120 
Los Angeles 2.1 126 

Milwaukee 3.3 198 178 20 
Minneapolis 5.0 500 75 
New Orleans 2.2 132 

New York 6.2 372 

Omaha 3.2 192 

Philadelphia 1.5 270 

Pittsburgh 1.3 258 129 129 
Raleigh 4.5 270 

Richmond 2.2 132 66 
St. Louis 3.5 210 

Salt Lake City 2.4 144 

San Francisco 1.9 114 

Seattle 1.3 258 

Totals 100.0 6000 955 1110 668 
Rate per shipment $.14 $.18 $.25 


Total Cost $35.70 $199.80 $160.00 


Total Cost all Zones—one way—$2,262.64 
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A Comparative 
Cost Analysis 
of Film Shipments 


Based on an interview with F. H. Arlinghaus, 


of Modern Talking Picture Service, Inc. 


RECENT SURVEY of comparative 
distribution costs, based on a typical 
business film program numbering 6,000 
shipments of a two-reel picture, sheds interest- 
ing light on cost factors not usually taken into 
consideration by sponsors maintaining such 
distribution facilities for their films. 
Although intended as a commercial experi- 
ment by Modern Talking Picture Service, Inc. 
to prove the value of its 26 regional exchange 
system vs. a single national point of shipment 
the differential involved is well worth 
study by any 16mm sound film distributor in 
the business field. 


cost 


Lowers Costs AND Moves PRINTs FASTER 

The accompanying tables I and II (left) 
show that 6,000 shipments from 26 strategical- 
ly located points will deliver prints to the 
audience faster (and expedite return) as well 
as lowering postage cost both ways, either to 
the borrower who pays or to the sponsor. 

Table I shows the 26 exchanges and the per- 
centage of equipped outlets which each serves 
(column 2). The third column indicates the 
number of shipments made by each exchange 
of the estimated 6,000 total. Quantity of ship- 
ments was then broken down into parcel post 
zones. The postage cost was based on a two- 
reel film mounted on a reel and sent in a fibre 
shipping container with gross shipping weight 
of five pounds apiece, Total round trip cost 
was $1,947.54 for 6,000 shipments from the 26 
regional exchanges. 


BaATTLe CREEK, Micu., Usep As CENTRAL PotNt 


Table II shows the same quantity of book- 
ings in each area, exactly the same as shown 
in Table I. But these films are sent from a 
single national shipping point—the city of 
Battle Creek, Michigan, The total round trip 
cost from this central national point is 
$4,525.28 or 232% of the transportation cost 
involved in the exchange system. 

In the first system (from 26 points) 66% 
of the shipments fall into Zones 1-2 and 90% 
of the shipments are within Zones 1, 2 and 3. 


Costs INCREASE AUDIENCE RESISTANCE 
Audiences have shown a willingness to pay 
the small amounts of transportation cost in- 
volved in exchange distribution. However, 
should the sponsor try to overcome audience 
resistance to greater transportation costs 
caused by long distance shipments and offer to 
defray such expenses, he will incur a $4,500 
expense—uneconomical and unnecessary. @ 
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tion, representing more than 80°% of 
the local transit companies of the 





United States and Canada, has vigorously been 
in the forefront of organizations playing an ac- 


T : tive part in making trafhc safety a “way of 

25 ) . living” for everyone. 
BU! INESS The transit industry, which contributed 
hese We ; very little to the startling total of 32,000 lives 
ie yh the : lost last year in traffic accidents—one death 
: and : every 16 minutes—nevertheless has a direct 
Sats sii interest in safety on the highways, and feels 

’ ; 
; : 


: , tomers, and better public relations for the 
transit company with the public and the com- 





a real responsibility in maintaining its com- 
mendable record. Better traffic safety habits 
by not only the professional driver, but pleas- 
ure car drivers and pedestrians as well, means 
lower costs, improved service for transit cus- 


munity. it serves. 
First Fim Is Stitt GOING STRONG 


\ major part of ATA’s safety program dur- 
ing the past two years has been the sponsor- 
ship and distribution of /t’'s Wanton Mur- 
der, a motion picture which pointed up the 


BOWMAN FILMS 


INCORPORATED 
360 N. MICHIGAN AVE. « CHICAGO 


criminal waste resulting from the large num- 
ber of trafic accidents that take such a heavy 
toll of our citizens—almost as many each year 
as were lost in each year of the war, /t’s Wan- 





ton Murder has been seen by over thirty mil- 
lion people and is still going strong. 300 16mm 





prints and 75 35mm prints are in constant cir- 
culation, In Washington, D. C., for example, 
over a million people saw theatrical versions 
of this first film produced for ATC by William 
J. Ganz, veteran New York producer. 
\TA’s new 1948 campaign against highway 


BELL PROBLEM accidents began early in May with the pre- 
miere of Driven To Kill betore 400 transit 

F| Y A executives at the Annual Safety Awards Din- 
evel} ears 90 ner in the Hotel New Yorker, New York. 


Lowell Thomas, who narrated both Driven 


Nothing to get out of order. To Kill and its predecessor, devoted a part 


No increased weight. 

No increased cost. 

For small and large machines. 
Perfect synchronizatiton. 

No jerk or noise. 

No reduced playing time. 


of his regular CBS news program to the new 
picture in a broadcast from the dinner. 
Driven To Kill opens with a dramatic scene 
of a highway accident at night, with the New 
Jersey State Police efficiently going about 


= slide-film programs without | 
bell or mechanical signal are in use | 
every day and users report perfect re- 
sults. 


Write us for this interesting story. 


0. J. McClure Talking Pictures 


Manufacturers of the Picturephone 
1115'!4, WEST WASHINGTON BLVD. 
Chicago 7, Illinois 
Telephone Canal 4914 





AMERICAN TRANSIT ASSOCIATION FILMS REACH THIRTY MILLION PEOPLE 


ro _7” Films Fight Highway Traftie Death Toll 


their grim business; then cuts to the familiar 
figure of Lowell Thomas reading the accident 
statistics into his microphone. In flashback, 
Thomas introduces the participants in the 
tragedy, and with remorseless logic exposes 
the mental attitude that leads inevitably to 
the fatal crash. The picture ends with Thom- 
as pinning the blame for 85% of automobile 
accidents squarely on the average American 
driver—men and women right in the hall. 

MAKES STRONG IMPRESSION ON AUDIENCE 

[he emotional impact is such that those 
who see this picture are impressed especially 
with their own shortcomings as drivers—and 
resolve to do something about it. 

Driven To Kill was produced by Sound 
Masters, Inc., of New York, who also made 
the General Motors safety film, Safety, Our 
Number One Crop, which was awarded a 
“Safety Oscar” by the National Committee on 
Films for Safety sponsored by the National 
Safety Council. 

Some traffic experts who have previewed 
Driven To Kill regard it is a likely candi- 
date for the 1948 award. 

Propaganda for transit has been purpose- 
ly omitted from the new film, This was done 
in order to increase the picture’s general pub- 
lic acceptance value, and, indirectly, to bring 
the industry greater goodwill and approval. 


TRANsIY COMPANIES GET FIRST PRINTS 


A feature of distribution plans for Driven 
To Kill is the fact that every transit com- 
pany will have exclusive rights in its ter- 
ritory to purchase one or more prints for a 
period of two months from May 3, 1948. If 
at the end of that period, a transit company 
has not forwarded a purchase order, the As- 
sociation will assume the transit company 
has no objection to distribution of the film 
to other organizations in the area. 

If a purchase order is received, however, 
within the two month period, ATA will not 
sell another print in the purchaser's territory 
for at least six months from date of sale. In 
any event, after the six month period has 
elapsed, Driven To Kill will be made avail- 
able to companies outside the industry. e 


These graphic night highway accident scenes are typical of the film “Driven to Kill.” 
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Film producers who know the Emil Velazco 
= organization have discovered that the econo- 
yf mies of “big studio” operation with its modern 
a) equipment, skilled craftsmen, and its central- 
ized responsibility are available for even the 
=. smallest producing schedules. By employing 
, the most modern equipment—and by keeping 
alll it in operation continually—overhead costs-per- 
S. reel are reduced while quality is maintained. 


here’s how to get better films with low budgets: 


& RECORDING STUDIOS — variable area and 
S density tracks for 35mm films. Variable area, 
density and direct positive 16mm tracks. A 
= new &-position mixing console. Loop projection 
a — equipment. ... SCREENING ROOMS — com- 
po pact air-conditioned preview theatres, with 
cal modern projection and sound equipment. . . . 
-_ MUSIC FOR FILMS —A large library of 
~ musical sequences recorded on film permits 
maximum scoring at minimum cost. Original 
H film scores, created for your film and performed 
~ by full orchestra or Hammond organ. ... CUT- 
~ TING ROOMS — Air-conditioned, completely 
equipped for 35mm and 16mm films with the 
4 most modern equipment available, moviolas, etc. 





To learn how much this complete service or- 
ganization can contribute, in lower costs and 
superior quality, to your next film, contact 


“ 
© 
= Emil Velazco, Inc., today. 
= 
-_, 
=, 


the complete service organization 
for film producers 


ELAZCO 


cneoeree oO 
723 SEVENTH AVE., NEW YORK 19 


aaa 2a MON hn an A a OEE ae BR 
a 








TELEPHONE: PLAZA 7-8530 
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Alexander F. Victor Receives 
Distinguished Service Award 

@ ALEXANDER F. Victor, Victo1 
\nimatograph’s founder, received 
the third annual ANFA award at 
the Allied Non-Theatrical Film 
\ssociation’s recent convention in 
New York. 

In acknowledgment of his sers 
ices to the 16mm industry, Victor 
was given a plaque bearing the 
inscription: “In recognition ol 
pioneering efforts to establish an 
unchallengable standard of safety 
in projecting narrow-width films, 
thus opening all doors everywher 
to the use of non-theatrical mo 
tion pictures.” 

Victor was among the first in 
the trade to realize the necessity 
of a separate standard for safety 
film used in the non-theatrical 
field. When, at the end of a re 
lentless fight, standard size 16mm 
noninflammable film was finally 
adopted, his company produced 
the first 16mm camera and pro 
jector made specifically for use 
with the new base. His inventions 
in the amateur motion picture 
field are legion, 

Victor is honorary chairman of 
the board of Victor \nimatograph 
Corporation, and still heads th 
company’s experimental and en 


gineering department, 


Radiant Manufacturing Appoints 
Sporka as New Chief Engineer 
@ WitutAm P. Sporka has been 
appointed chief engineer at Rapt- 
ANT MANUFACTURING, Chicago, to 
administer the company’s exten 
sive research program in projec 
tion screen design and develop 
ment. 


For the past ten years Sporka 


WILLIAM P. 


SPORKA 





has been chief engineer in charge 
of mechanical design and develop- 
ment for Sonora Radio & Televi- 
sion Corp, Previously he served 
in the engineering departments of 
several Chicago plants includir 
Western Electric, Clinton 
and Warwich Mfg. Co, 

California A-V Dealers Group 

Elects Dick Utz as President 

@ Dick Urz, Coast Visual Educa- 
tion Service, Hollywood, was elect- 
ed president of the CALIFORNIA 
\upIo-VISUAL EDUCATION DEALERS 


ov 
1s 


Mig., 


\SSOCIATION last month at CAvE- 
pA’s Los Angeles meeting. Other 


officers elected for the coming 
vice-president, JACK 
Stimson, Craig Visual Aids Serv- 


ice; secretary-treasurer, LEE Dr- 


vear include: 


Priest, DeVry; members of the 
Board, Hers Evkins, Elkins Co., 
and Cart Lortis, Youth Films. 
Ampro Corporation Names Two 
Sales and Advertising Execs 

@ Ampro Corporation, Chicago, 
has announced two new executive 
staff appointments to handle ex- 
panding company advertising and 
sales promotion activities, 

C. P. Goetz, new director of in- 
dustrial sales, comes to Ampro 
with wide background in both 
film production and equipment 
manufacturing, He assisted in the 
development of sound motion pic- 
tures while serving on General 
Electric’s research and engineer- 
ing staff, and supervised one of 
the nation’s first sound installa- 


FILMS FOR 
TRAINING 


“Studding”, 


a technical term in watchmaking, is the 


ninth subject in a series of training films being made 
for the Bulova School of Watchmaking by Loucks & 


Norling. 


These training films—with narration carefully condensed 
and right to the point—with pictures in straight photog- 
raphy and animation that clearly show the operations 
involved—speed the job of teaching handicapped veter- 


ans watch craftsmanship. 


In the school each new subject is introduced with a 


film, 


When the veteran actually starts working with 


his hands on the bench he understands what he is doing 


and why. 


The films are shown as often as required. 


leaching time is greatly reduced. 


245 WEST 35 TH 


SLIDE FILMS 


YORK CITY 
SINCE 1923 








C. P. Gortz 


tions in a commercial theatre. He 
was also eastern district supervisor 
for Jam Handy, motion picture 
sales program director for Amer- 
ican Tobacco, and an executive 
with Motion Picture Engineering 
when the latter was absorbed by 
Ampro, 

WILLIAM JONAS, second new 
Ampro appointee, will serve as 
assistant to the company’s ad man- 
ager Bill Scranton. Jonas gained 
advertising and sales promotion 
experience with Sears Roebuck, 
Montgomery Ward, and Coca- 
Cola Bottling of Chicago, and di- 
rected a visual education depart- 
ment for the National Livestock 
and Meat Board, His last position 
was advertising manager for Flor- 
ists’ Telegraph Delivery News. 

Ampro is planning a nation- 
wide mail campaign to thousands 
of schools, libraries, and business 
organizations, in a stepped-up in- 
dustrial sales drive, The first 
phase of this campaign has already 
gotten underway with the mailing 
of “Inside Story of 16mm Sound 
Motion Pictures’, an elaborate 
brochure explaining the use of 
sound films in sales stimulation 
and employee training. 


WILLIAM JONAS 
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One for the Show... 








( The new, automatic, l6mm sound motion picture unit 


CINE-COMPACTO 


seers in one case... motion picture pro- 
jector, amplifier, speaker, screen and Ten- 
sion Free Continuous Film Feed Mechanism. 


k., 800 feet 
Light Weight ....... . . 37% pounds 


AE, Tal Patten: ie 


e Sales Office 

551 Fifth Avenue 

New York 17, New York 
Va. 6-4213 





Reg. U.S. Pat. Off. 


Easy to operate...no threading or rewinding of 
film, set up and running in less than 1 minute. 


Brilliant, sharp picture. ..dark room not required. 


Operates anywhere on A.C. or D.C. 110 volt 
current. 


Manufactured and Distributed by 


CINE-COMPACTO 


INC. 


Plant e 


110 Main Street 
Northport, New York 
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* Lord & Taylor, large and fancy 
Fifth Avenue department store, 
has been treating its employees 
to motion pictures during the 


lunch hour for the past six 
months, 

Based on the premise that ef 
ficiency is increased by entertain- 
ment and relaxation during the 
mid day respite, Lord & ‘Taylor's 
film programs are specially se- 
and 


hobbies of the sales people of the 


lected to suit the interests 
store without harping too much 
on selling techniques or product 
information. 


One-Tuirp O1 


About 
total force of 
tend the 


Workers Go 
1,000 out of 
3.000 
half-hour 


the store’s 
usually at- 
movie-day 
showings, which are run continu- 
ously near the roof garden em 
ployee restaurant during all lunch 
shifts. 

One 


cently 


typical program given re 
included the Sugar Re 
Institute’s The Gift of 
Green, the International Film 
Foundation’s Boundary Lines, and 
a picture on how to dance the 
rhumba. Other films have been 
The Night Before Christmas and 
a Palestine travelogue during the 
vule 


search 


various travel, 
and sports sub 


jects trom time to time. 


season, and 


hobby, science, 
ENTHUSIASTIC 


Jane Derby, 
recreational 


Asout RESULTS 


Lord & Taylor's 


director, supervises 
the store’s film showings, and is 
most enthusiastic about the re- 
sponse they have evoked thus far. 
She points out that Movie-Day 
valuable not 
for entertainment and general 
morale, but as a means of get- 
Ling worth-while — ideas 
without being pedantic about it. 

Ihe Lord & 
idea is a 


programs are only 


across 


Taylor movie-day 
brain-child of Helen 
McKee, script writer, OWL film 
specialist, and 
with Visual Education Consult- 
ants, Inc., New York. Miss McKee 
selects films for Lord & 
many sources, In 


now associated 


Taylor 
fourteen 
programs thus far arranged, films 
have been procured from no less 
than nineteen 


from 


different dealers. 
[his diversity of sources has been 


a prime factor in discouraging 
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Lord & Taylor, N.Y. Department Store, 
Provides Recreational Films for Employees 


recreation film use on a regular 
Visual Edu- 
cation Consultants, with no reg- 
ular distribution 


basis for many firms, 


commitments, 
feels it is in a good position to 
provide a centralized evaluating 
and booking service on a low flat 
fee basis. 

time movie service has 
been offered to other 
commercial and industrial organ- 
izations since 


Lunch 
now 


its enthusiastic ac- 
ceptance at Lord & ‘Taylor. 

\nother prominent New York 
firm using such recreational pro- 
grams is Standard Oil Company 
of New Jersey at Rockefeller 
Center. 


Outstanding Points 
of SUPERIORITY 


@ Extremely Light Weight 
Only 26 Ibs., complete with 
speaker. 


®@ Extremely Compact 
ne case measures 
8x11Y2x15¥2 inches 
®@ Precision Machined 
For strength and durability. 


@ Reel Arm Capacity 
ft. Standard Equip- 

ment. 

®@ Easy on Film 
Spring loaded shuttle, a 
safety feature. 

®@ Simplified Threading 
Pad arm automatically syn- 
chronizes picture and sound, 


LOW PRICE 
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Underwriters’ Laboratories 
Listed 


Celanese Corporation Is Offering 
Television Film to Retailers 


@ This month, the Celanese Cor- 
poration of America is distribut- 
ing a novel television sound film 
at no cost to those cooperating 
stores which have access to tele- 
vision facilities in their respective 
cities. The picture runs 53. sec- 
onds, allowing time at the begin- 
ning and end for the addition of 
slides identifying the store tying- 
in with the promotion, 

The new film, produced as first 
of a forthcoming series on various 
Celanese products by Ellington & 
Co., New York advertising agency, 


VIE-MITE 


MMs Popular Approval! 


16mm Projector with DUAL SPEED 


for SOUND or SILENT Films. fills a universal need 
for a low-priced. light weight projector of finest 
quality for use in HOMES, SCHOOLS, CHURCHES 
and BUSINESS OFFICES. Built for strength and 
lasting service under the most trying conditions. 


Produces beautiful. sharp and steady pictures 
with sound movement of remarkable fidelity and 
quality for both voice and music. MOVIE-MITE 
is being used for audiences up to 100 people, on 
screens up to 70 inches wide, in darkened rooms. 
Light output of efficient optical system amazes 
experienced projector users. 


Universal A.C. or D.C. 105-120 Volt operation. 
Push-pull miniature tube amplifier. Commercial 
model has small screen for desk top showing. at 
same low price. 


Write for complete details. See your 
industrial film producer for demonstration. 


afl, 4 


Oh Al tLe 


» EAST 15th ST 


CORPORATION 4.2, 
Ay 


KANSAS CITY 6, MISSOURI 


features the new “capsule ward- 
robe” fashioned of Celanese Jer- 
sanese. Following a typical resort 
day, scenes show “sun-up to moon- 
down” combinations of bra tops, 
evening and street length skirts, 
shorts, swim suits, hooded tippets, 
blouses and boleros. 


May Company, Los Angeles, Uses 
Television Film Commercials 

@ The May Company, Los An- 
geles Department Store, is using 
film commercials for its first tele- 
vision appearance, The occasion 
for the inaugural television shows 
was the silver anniversary of the 
company. 

The spots were produced by 
George Pal Productions, using his 
Puppetoon technique and _ scale 
models. The station used 
Kia, Los Angeles. 


was 


Singing Commercials Invade the 
Video Field Via Midwest Brewer 
@ Singing commercial films had 
their debut via video recently. 
The idea was conceived by Grant 
Advertising, Inc. for the Atlantic 
Brewing Company's Wen-tv (Chi- 
cago) spots. 

The films, complete with stage 
settings, costumed actors and ap- 
propriate lyrics, provide enter- 
tainment, music and the sponsor's 
message in six neat one-minute 
packages. Plots center around a 
minstrel show, a hillbilly act, a 
masquerade ball, a gay 90's rou- 
tine, a circus sequence, and a wild- 
west scene, 

An additional series of half a 
dozen 30-second clips are in prep- 
aration for easy insertion into the 
one-minute films. These sequen- 
ces also have individual themes— 
a picnic scene, a home scene, and 
so on, 

Continuity of the one-minute 
singing commercials is such that 
they may be used with or without 
clips or divided into shorter se- 
quences for 30- or 45-second spots. 


Spots Usep WitH Live SHow 

Each theme has a lyric and mel- 
ody, plus visual gags and gim- 
micks, appropriate to Atlantic’s 
Tavern Pale beer, Acting and 
singing is performed by Judy 
Starr, well-known songstress, and 
Sidney Ellstrom and Jack Kenne- 
dy, Chicago radio actors. The 
spots go with Atlantic’s 22-week 
televise of wrestling matches from 
the Madison Athletic Club in Chi- 
cago. 

Shooting of the films was done 
by Kling Studios. They were first 
photographed on 35mm film, then 
reduced to 16mm prints. 
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FILM BRIEFS: 


@ The premiere of the reli- 
gious picture My Name is Han 
was held in 100 U.S. and Can- 
adian cities this month, 

The film is being released 
during 1948 and 1949 to co- 
incide with the launching of 
a study program on China by 
Protestant churches. It tells 
the story of the Christian mis- 
sionary movement in that 
country. It is the second pro- 
duction of the Protestant 
Film Commission—their first 
was Beyond Our Own. 


@ In demonstrations unique 
to the annals of medicine, 
television is being used to ex- 
plain the latest advancements 
in medical science. 

The scenes the cameras re- 
cord are being viewed via pro- 
jection television on large 
screens. Thus demonstrations 
which normally can be seen 
by only a few men at a time 
may be seen by a large audi- 
ence, 

Alumni of Jefferson Medi- 
cal College in Philadelphia 
early this month viewed tele 
presentations showing the 
practical applications of the 
latest theories in infant care 
and new methods of cancer 
detection. 

Then in Chicago on June 
21st through the 25th more 
than 1,500 doctors will watch 
a series of operations via tele- 
vision. Surgery performed at 
Passavant hospital will be seen 
by medical men assembled at 
the Sheraton hotel, the Navy 
Pier, and the Northwestern 
University medical schnol. 

@ Facts About Film is a new 
film intended for the projec- 
tionist. 

The 10-minute, black and 
white film shows how film is 
harmed by failure to clean 
the projector prior to show- 
ings, by careless threading, im- 
proper rewinding and _ place- 
ment of reels in cans. It points 
out how films are susceptible 
to damage and shows proper 
handling methods, 

Produced by PHOTOTRONICS 
Inc., Wilmette, Ill., the pic- 
ture is being marketed by the 
INTERNATIONAL FILM BUREAU 
Inc., 84 E. Randolph St., Chi- 
cago 1, and 15 Park Row, 
New York City 7. The price 
is $45.00, 


Announcing DA-LITE’S - 
40th ANNIVERSARY MODEL 


at 


RE-Kiig 


- 


# 
Pa 3 









~NEW FROM TOP 
TO TENITE FEET! 


THE ONLY SCREEN WITH: 


1—Blue Hammerloid octagon case 
2—Concealed gooseneck (Fig. 2-A) 
3-—Streamlined chrome end cap (Fig. 2) 
4—Tenite slat plug and collar (Fig. 2-B) 
5-Slat lock (Fig. 3-C) 
6—Aluminum alloy tripod 

Gravity opening legs 
7—Tenite control knobs (Fig. 3-D) 

Wide range high-low adjustment 
8—Aluminum equalizing slat saddle (Fig. 1-E) 


Figure 1 9—-Critical leveler (Fig. 1-F; Fig. 3-G) 


10—Pressure-formed contour 
handle and spider 
11—Tenite feet 


12-Choice of Da-Lite wide-angle Crystal- 
Beaded or Mat White picture surface, 


Write for FREE Sample of Da-Lite Crystal- 
Beaded fabric, pictures of the Picture 
King and specification circular! 











VY, INC. 
~~ COMPANY, ING. 
EN Ot hieage 39, Illinois sie 
oa { your Da-Lite Crysta 
“of the Picture King 


LITE SCRE 
| DAS N. Pulaski R 


»e salt 
Please send a free sé 


Figure 3 Beaded Screen fabric, 


and specification circular 
SEVEN POPULAR SIZES 


gor"? 











eooeee? 


naoioee? 


oo eS TS ge ae 
45” x 60” 70” x 70” en cera 
60” x 60” 63” x 84” Be a dieiprernerennes Tt 
52” x 70” 84” x 84” Pe i et Pome. ++ States sss000et 
72” x 96” Clas wsccsesereree** 











Trade Mark Reg. U. S. Pat. Off. 


: ES 
ALITE | Worlds Largest Selling Sereens Since 1909 











BUSINESS FILM USERS VALUE THE AUDIO-VISUAL PROJECTIONIST'S HANDBOOK 


Comments received from large business users of films and value in the field. Order copies today at $1.00 each from 
equipment who have supplied their representatives and Business Screen, Chicago 10. Write % BOOKSHELF DE- 
dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 
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Pacific Coast Gas Association 
Sponsors Color Sound Slidefilm 


@ A sound slidefilm in color, now 
in production at Rocketr Pt 
rurEs, Hollywood, is being spon 
sored for national distribution 
this summer by the Water Heate 
Division of the Paciric Coast 
Gas AssociaTION. Script prepara- 
tion is being handled through 
Knollin Advertising, Los Angeles 
and San Francisco agency. 

A. H. Sutton, Pcca president 
and chairman of the film commit- 
tee, said the film is being devel 
oped to explain the correct sizing 
of gas water heaters to dealers, dis- 
tributors, and the public, The il- 
lustrated story is being woven 
around the Water Heater Sizing 
Chart—a visualization first devised 
by the West Coast group and later 
adopted by the American Gas 
\ssociation and a number of simi 
lar groups throughout the coun 
try. The slidefilm is expected to 
get the same wide distribution as 


the chart. 


Launch Film Campaign to Save 
Lives Lost Via War Trophies 


@ The scenario for a film Targets 
for Today has been secured by the 
NATIONAL WAR ‘TROPHY SAFETY 
COMMITTEE as part of its cam 
paign to save the lives of several 
hundred thousand citizens who 
may otherwise blow themselves to 
bits with loaded war trophies dur 
ing the next few years. The Com 
mittee is a coordinated group rep 
resenting the Army, Navy, ‘lreas- 
ury Department, and the Nation- 
al Rifle Association. 

rhe unusual approach of the 
him, as well as the importance ol 
the subject matter, has aroused a 
great deal of distributor interest 
and audience estimates are high. 
The committee's detailed plans 
provide for theatrical releas¢ 
through almost every chain and 
circuit in the country; repetitive 
television release over the major 
video stations; and non-theatrical 
group screenings of a large num 
ber of 16mm prints. 

Since no government funds have 
been appropriated for the produc 
tion, the Committee is hoping to 
secure a commercial sponsor who 
will be given full main-title credit, 
Printed audience handouts will 
be provided by the Committee for 
distribution after every screening. 
These will carry the local address 
and telephone number of the War 
Trophy additional 
sponsor credit, and space for a di 


Committee, 


rect advertising message. All dis 
tribution, release, and public re 
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lations details will be handled by 
the Committee. 

Potential sponsors should con- 
tact Henry Schneider, Coordina- 
tor, War Trophy Safety Cam- 
paign, Internal Revenue Building, 
10th & Pennsylvania Aves., Wash- 
ington, D, C. 


Navy Club Film Program 
Exploited as Theatrical “Hit” 
@ The Navy Club of the United 
States (Rockford, Ill.) approach- 
ed AMERICAN FILM PRODUCERS last 
year with the idea of doing a mo- 
tion picture for showing to pro- 
spective members. The point of 
the planned membership recruit- 
ment picture was that “here is 
what led to the last war; it mustn't 
happen again”, and the accom- 
panying promotion plugged the 


Navy Club as a strong influence 
towards a strong Navy. 

Using clips from captured Ger- 
man newsreels and Hitler’s “home 
movies’, American Film Produc- 
ers came up with a non-theatrical 
picture then titled The Love Life 
of Adolph Hitler, which Film 
Daily reviewed as “highly exploit- 
able . . . gold mine’. Among its 
box office attractions was a 50 ft. 
nude bathing scene of Greta 
Braun (Eva's sister) . 

Possessed of a sponsored film 
that looked like a box office hit, 
the Navy Club arranged to re- 
lease it through Film Classics, and 
not only plug memberships on a 
wider scale than heretofore plan- 
ned, but reap a nice profit at the 
same time. 

The film recently opened at the 








~ Pathescope 
Television — 
Commercials... 





Specifically produced for television use, com- 
mercials by Pathescope for some of America’s 
most prominent advertisers are helping to 
realize the merchandising potential of this 


powerful new medium... 


Developing original film techniques to 
| achieve clean, clear pictures under tele- 
visions unusual conditions. 


Making available to clients’ advertising 
agencies 34 years of thinking and work- 


ing with film. 


Pathescope’s technical and creative experience 
in television can help your television advertis- 
ing pay off. To arrange a showing of Pathescope 
television commercials now in use or in pro- 
duction, call Plaza 7-5200. 








The Pathescope Company of America, inc. 
“Pioneer in Industrial and Educational Films” 
580 Fifth Avenue, New York 19, New York 








Rialto in New York, Inexplicably, 
the sponsored documentary title 
The Love Life of Adolph Hitler 
has been changed to Will It Hap- 
pen Again?, which hardly seems 
as good a customer draw as the 
original title. The point of the 
new title is emphasized, however, 
by scenes of Stalin reviewing the 
Red Army. 

New York newspaper film re- 
viewers received it fairly well, and 
it should do a good job promoting 
Navy Club memberships — mean- 
while paying for itself several 
times over, 


7,000 Mile Location Tour Opens 
Production on Texaco Farm Film 
@ Camera work on the second in 
Texaco’s Farm Topics film series 
got underway early this month as 
an RKO-Pathe crew started a 7000- 
mile tour to cover 22 farm loca- 
tions across the country, Director 
Lloyd Durant and cameraman 
Howard Winner expect to spend 
about six weeks shooting the 16- 
mm Kodachrome “news-reel”. 

A selection of time and labor 
saving devices developed by farm- 
ers will be featured in the short, 
and presented for adaptation by 
agricultural workers in other re- 
gions. Items include a machine 
that fertilizes six inches under- 
ground without disturbing top 
soil; a frost-fighter more effective 
than smudge-pots; a “‘stone-jump- 
er” plow that automatically avoids 
underground obstacles ruinous to 
plow blades; and a “lambulance” 
for rescuing stray young sheep. 

Texaco’s first Farm Topics, pro- 
duced last year by RKO-Pathe has 
already played to more than 2000 
rural groups via Texaco farm 
meeting programs. 


Theatre Owners Association Has 
20-minute Short on Delinquency 
@ The commercial film and tele- 
vision department of the THEA- 
TRE OWNERS ASSOCIATION is spon- 
soring Report for Action, a 20- 
min short on juvenile delinquen- 
cy problems, now in production at 
RKO-Pathe studios. Distribution 
will apparently clear through 
theatres via 35mm prints only. 

The film was undertaken at 
the request of U. S, Attorney Gen- 
eral Tom Clark, head of the Na- 
tional Conference for Prevention 
and Control of Juvenile Delin- 
quency. .The latter group was 
organized in response to the At- 
torney General’s appeal for aid 
when it was revealed that more 
than 1,500 boys and girls from 43 
States were in Federal penal in- 
stitutions, convicted of Federal 
crimes. 
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List Advantages of Films for Video 


* FOURTEEN POINTS ARE CITED FOR TELEVISION FILMS * 


* The advantages of the use of 
films in television are many. Are 
you familiar with them? 

Here they are in a nutshell: 

Filmed shows eliminate hu- 
man errors which constantly 
threaten live production (a smok- 
er may choke on that easy-on-the- 
throat cigarette; actors may fluff 
their lines) . 

Filmed shows give reliable 
perfection. Cutting and editing 
advantages permit elimination of 
undesirable portions of a program 
—the entertainment as well as the 
sponsor's message can be approved 
beforehand. 

3. Filmed shows give unlimited 
treatment to any subject: abstrac- 
tion, animation, 
changing of 
lighting, use of a variety of char- 
acters. Films extend time—slow 
up a fast operation so that details 
can be studied—or compress time 
by speeding up slow action. The 
use of film permits more action, 
and new sets can be 
ery scene, 


overprinting 


scenes, changes in 


used for ev- 


Filmed shows may be used 
over and over again. They are 
especially good for station identi- 
fication, and 
any shows that are to be retelecast 
or kept for the record. 


sponsors’ messages, 


Film is ideal for advertisers’ 
commercials—each print faithful- 
ly tells the same sales story with- 
out change of important points. 
(Classic examples of live com- 
mercials gone wrong are those of 
the push-pull razor which refused 
to work and the lady who drooled 
the certain 


about benefits of a 


brand tea although the com- 
petitive brand was in full view of 
the video audience. 

The use of film makes a vari- 
ety of actors and actresses avail- 
able—too often in live productions 
the same people parade back and 
forth in front of the camera day 
after day. 

The 
necessity 


film eliminates 
overcrowded, clut- 
tered tele studios and special set- 


use of 
for 


ups for elaborate productions, 


8. When 


film is used, prints 
can be replaced easily and inex- 
pensively. 

9. Filmed shows can be com- 
bined with live presentations — 
to prov ide an extra set, to act as a 


transition device, to lend trick 
effects, or to act as a trailer. 
10. Filmed newsreels may be 


used to summarize events of the 
day. 

ll. Filmed shows may be 
shipped for simultaneous broad- 
cast by all stations of a network, 
for use on stations not connected 
by a network, or by stations di- 
vorced by They 
expensive 


time zones. 


eliminate necessity for 


coaxial cable or micro-wave relay 
operation, 

12. Film can be used to photo- 
graph televised programs off the 
face of the cathode-ray tube for 
use as a permanent record, for 
retelecasting, or for theatre screen- 
ing. 

13. Filmed shows are insurance 
against accidents, sicknesses, and 
unforeseen happenings in live 
shows—their use may 
a $20,000 studio 
ruin, 


save many 


broadcast from 
14. Filmed shows provide first 
class productions for video studios 


which lack the equipment, the 
know-how, or the finances to 
build well-rounded program 


schedules. 
2 > > 

Reeves Names Sales Executive 
@ Don Warp, 
ager for REEVES SOUNDCRAFT, 
York, takes full charge of 
promotion this 
with the 
Ward was formerly 
Devices and Muzak, 
the Reeves organization 
1946. 


KODACHROME 


Slide and Filmstrip Duplicating 


assistant sales man 
New 
Reev cs 
activities month 


title, sales manager. 
Audio 


and joined 
early in 


with 





FILMSTRIP PRINTING MASTERS 
2x2 TO 2x2. 


* REDUCTIONS FROM SHEET FILM 
KODACHROME 8x!I0 OR SMALLER 
TO 2x2. 


For Quality Prices and Full 


Particulars Write or 


Call CUmberland 31666 


MAYFIELD LABORATORY 


2822 WEST VALLEY BLVD. ALHAMBRA, CALIF 





This “TOP SECRET” saves you money 


Yes, the Fonda film developing machine saves you money 


by the very simplicity of its efficient mechanism. The secret is 
in Fonda’s exclusive patented Top-Friction drive... the 


proved sure way of eliminating film slack. 


Top drive is sensible and logical from every mechanical 

standpoint; operates in the clear...is never submerged or 
“drowned out”...is easy to service, as occasionally 

.. eliminates film slack. 


required . 


range... 


SEND FOR FREE BOOKLET... 


Find out why Fonda is America’s 
finest film developer by sending for 
a complimentary copy of “The 
Vorld Develops with Fonda.” Address 
Fonda Division, Solar Aircraft Co., 
2264 Pacific Hwy.,San Diego 12, Calif. 





black od 


and microfilm. 


FONDA FILM PROCESSING 
EQUIPMENT DIVISION 


Seas 


STAINLESS PRODUCTS 


SAN DIEGO 12, CALIFORNIA 
60 EAST 42nd STREET, NEW YORK 17,N. Y. 


The Fonda film developer gives you almost any speed 
»rocesses 35 mm, 16 mm, 
white, positive, negative 
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Sponsor Interests Focus on Films 


@ NOTES AND COMMENT FROM THE VIDEO FIELD ¢ 


HERE'S PLENTY OF TALK about 
fom from coast-to-coast 
among advertisers, educators, the 
press and the field itself. And 
there is a heavv undertone about 
the place of films in video's grow- 
ing future. 

Film Highlights Inc. is now 
negotiating for 30 full length the- 
atrical features to be released as 
a television package presentation. 
... William J. Morris will be su- 
pervisor of television and films for 
the Biow Co.—he 
the same post at 


formerly held 
Bapxo.. . .Gil- 
lette Razor is filming six commer- 
cials via Television Advertising 
Productions to be used on the 
Louis-Walcott June 23rd fight... . 
One-minute slide announcements 
are being telecast by the broker- 
age firm of Francis I. DuPont Co, 
over New York’s Wasp... . 

Oldsmobile is looking for a new 
tele film to replace their use of 
newsreels. .. . Engineers have de- 
veloped a system whereby it is 
possible to split the video screen 
so that persons in two different 
locations can be seen simultane- 
ously, , .. Mutual will film Leave 
It to the Gurls for telecasting be- 
ginning July Ist... . Jerry Fair- 
banks’ New York staff is respon- 
sible for that film of 
presented on Css tele... . 

Have you got one? Pepsi-Cola 
is willing to pay $3,000 for a 
suitable five-minute sports reel for 
tele video and $5,000 for a. 15- 
minute series....Lanny Ross con- 
ducted a film tour of LaGuardia 
airport as well as of a watch- 
making shop on a recent Swift 
show on Nac’s television... . 

“Television Orientation,” first 
of a series of video classes spon- 
sored by New York's New Insti- 
tute for Film, is designed as a 
seminar for students who wish to 
go into television directly or 
through the film medium... .It is 
said that 1949 will see 800-line 
television being transmitted in 
France although U.S, setup is 525- 
line.... 


Stassen 


KTLa will carry a series of two- 
and-a-half minute cartoons filmed 
by Ray Pattin as commercial for 
the Security First National Bank, 
Hollywood. .. . A continuous 
monthly study of the growth of 


tele is being made by Newell- 
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Emmett in a “typical video” town 
near New York City....Nsc will 
occupy the world’s largest studio 
on July Ist when network goes 
into the old RKO-Pathe studios 
in New York—complete film op- 
erations, laboratories, projection 
and cutting rooms and film vaults, 
will be coordinated and housed 
in the space.... 


Tennis Matches Via Films 
Professional tennis matches in 
Washington were commercialed 
over Wrrte with film and slides by 
Motorola....Watch for fireworks 
on June 29 when Fcc conducts 


hearings on new allocation of 


video channels....Via slides and 
films, the New York County Dem- 
ocratic Committee discussioned its 
public information program June 
10th over WABD... . 

When tele is set to go in Can- 
ada, the Canadian Broadcasting 
Company will control it and not 
the National Film Board, accord- 
ing to Revenue Minister Hugh 
McCann....Who’s right? March 
of Time’s Richard De Rochemont 
told the Advertising Women of 
New York that television would 
have heavy demands on advertis- 
ing films whereas MGM ad-man 
Howard Dietz told them that sell- 
ing of advertising time by video 
would alienate customers... . 

Ernest A. Marx, DuMont gen- 
eral manager, illustrated his talk 
at the Garden City, L.L., Fello- 
craft club with films on the video 
medium....General Mills is pre- 
paring a motion picture for their 
new Betty Crocker programs... . 


Rockett Pictures, Inc. 


CREATORS OF 


GUIDED felon MISSILES 
FOR NEARLY A QUARTER OF A CENTURY 


6063 Sunset Blvd. + Hollywood, Calif. 


According to a May survey, there 
were 12,000 tele sets operating in 
the Washington, D.C, metropoli- 
tan area on June Ist, an increase 
of 1,200 over May Ist total.... 

The Philadelphia Eagles’ away- 
from-home games in Chicago, 
Washington, Pittsburgh and Bos- 
ton will be filmed by WFIL-tTv’s 
motion picture staff and a com- 
plete record of the games will be 
shown on the day following each 
contest. ... WNHv-Ttv, New Haven 
affiliate of DuMont now on the 
air with test pattern, is expected 
to begin broadcast of regular net- 
work programs shortly... .Latest 
name for a video star: “television- 
ary”....Wpix, News tele station 
in New York, premiered on June 
eh... . 


Zenith’s McDonald Please Note: 


The Record-A-Vue Co. has just 
announced that they have _per- 
fected a system to transmit tele- 
vision by telephone and also de- 
veloped a unit for recording video 
signals, . Russ Johnston will 
serve as head of Nac’s Television 
Features Service and will be in 
charge of production and procure- 
ment of all films for television. 

* * * 
Phila. Video Station Exchanges 
Commercials With Theatre 
@ Weavu-tv (Philadelphia) pulled 
some neat tricks when it went on 
the air with its regular program 
scheduling, 

The station plugged its pro- 
grams with movie 
competing — stations 
WFIL-TV. 

Then weavu-tv traded screen 
time with 20 Warner theatres in 
the area—in return for having its 
own films featured on_ theatre 
screens, the station telecasted 
theatrical film trailers. 


trailers on 
wPetz and 


News Note: There’s a National 
Tele Film Council Organized 

@ Film distributors, advertising 
agencies, video stations, and show 
producers have just organized a 
new group, the NATIONAL TELE- 
VISION FitM COUNCIL. 

Melvin L. Gold, ad-publicity di- 
rector for National Screen, was 
elected temporary chairman of 
the council in May. He named 
the following people to act as 
temporary committee heads: My- 
ron Mills, distribution; Robert 
Paskow, tele stations; Irvin Shane, 
by-laws; Sally Perle, promotion, 
and Jay Williams, program. 

The council has as its goal the 
establishing of standards for video 
stations and film distributors, 
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At Work at Chica- 
WGN-TV 


Tribune. 


Firm CuTTer 
station 


The 


go's video 


/)- 
g Op 


erated by Chicago 


DuMont 
System for Televised Film Shows 


Markets Transcription 


@ DuMont’s new system of tran- 
scription of tele shows on film is 
now ready for marketing to local 
stations throughout the country. 
Reported cost of a recorded pro- 
gram falls between $600 and $700. 

The DuMont process, called 
“tele-transcription,” was first dem- 
onstrated over WaABp in New York 
recently, Engineers spent 10 years 
in developing the system which 
photographs programs directly 


from the cathode-ray tube (see 
story p. 57, BUSINESS SCREEN, vol. 8 
#3). They reconciled differences 


between the tele rate of trans- 


mission (30 frames per second) 





For !6mm. Film — 400 to 2000 Reels 
Protect your films 
Ship in FIBERBILT CASES 
Sold at 


leading dealers 


SHIPPING 
CASE 
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and standard motion picture re- 
cording (24 frames per second). 

New department set up by the 
network to handle the promotion 
and sale of tele-transcriptions will 
be headed by Edward Carroll. 
Harry Millholland will be in 


charge of technical operations, 


NBC’s Kinescope Recordings 
In Use by Life Magazine 


@ THe 


Co. is 


NATIONAI 
using 


BROADCASTING 
its kinescope re 
filmed direct- 


cordings, which are 


ly from the tube of a television 
receiver, for the first time this 
month, The service is being used 
by Lire magazine in sponsoring 


highlights of the national polit- 
ical conventions. 

Programs being seen under the 
Nsc-Lile arrangement include: 

1, A series of documentary mo 
tion pictures backgrounding both 
conventions with pictorial high- 
lights of Philadelphia as well as 
of each of the important 


dates of both parties. 
9 


candi- 


Ten-minute film 


of the 


recordings 
day’s sessions being run 
prior to the evening session. 

3. Twenty-minute film record- 
ing resumes of the previous day's 
sessions, being run every day. 

1. Fifteen-minute daily inter- 
views with leading candidates and 
important delegates and half-hour 
local events and pickups 
during the convention sessions. 


color 


NETWORK 
These services are being made 


SERVING A NATIONWIDE 


available to the seven stations on 


the NBC network: Wwynst, New 
York; Wnsw, Washington; WBAL- 
rv, Baltimore; Wertz, Philadel 


phia; Wros, Schenectady; WsBz-tv, 
Boston, and Wrvr, Richmond, 
LIFE 
20-minute film recordings of the 
Ksp-tv in St. Louis, 
Detroit, Wrmy-tv in 
Milwaukee, Kstp-tv in Minneap- 
WLwrt in Cincinnati, WBEN- 
rv in Buffalo, Kos-rv in Albu- 
Wrvr in Toledo, 
Fort Worth. 


In addition, is presenting 


sessions to 
Wwy-tTv in 
olis, 


querque, and 


KcpNn 


THE 
kinescope 


FILMED OFT! PictuRE TuBr 

The recordings are 
being made under supervision of 
television engineers who have per- 
fected a new system of filming 
off the face of a picture tube and 
a method of rapid developing fon 
the film. 

NBC the 


cover political conventions and in 


was first network to 


1944 presented daily to audiences 
in New York City films of 


ventions in Chicago. 
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the 
Republican and Democratic con- | 
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CONVINCING TESTIMONY 


TO S.VE. SUPERIORITY 


< Manufacturers of sound slidefilm units know ths 


necessity of having a completely reliable projectot 
in their equipment . . . a projector proved by time 
and built to meet the most exacting projection 


That’s 


unit manufacturers use S.V.E. 


requirements. why leading sound slidefilm 
projectors exclu- 
” sively. S.V.E. projectors have been America’s 
preferred projectors for 28 years . . . incorporate 
many exclusive features that assure maximum 


picture brilliancy, and easy, dependable operation. 


Whatever your projector needs, as part of sound 
equipment or for showing silent double- or single- 


slides . . 


frame filmstrips and 2” x 2” 
S.V.E. 
for full information. Address Dept. 


. be sure you 
Consult your dealer or write direct 
635H., 


get an < 


S.V.E. 
projectors are used 
in the Magnavox, 
Operadio, and 
other sound 
slidefilm units. 


SOCIETY FOR VISUAL EDUCATION, 


Al Business Corporation 


100 East Ohio Street Chicago 11, 
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Men who make 





Frank Gauntt of Jam Handy 
Elected to NSSI Directorate 

@ FRANK A. Gauntrt, director olf 
the JAM HANDY ORGANIZATION’S 
field utilization department, has 
been elected to both the board of 
directors and the executive com- 
mittee of the National School 
Service Institute, Membership in 
the Institute includes organiza- 
tions and individuals in the school 
service industry concerned with 
the manufacture or distribution 
of school equipment, supplies o1 
teaching materials. 

Analysis of developments in the 
audio-visual field is one of the 
most important Nsst projects aim 
ed at supporting educators’ ef 
forts to give America’s school 
children the best possible educa 
tion. 

In his twenty years with Jam 
Handy, Gauntt has acquired a 
wide variety of service and utiliza- 
tion experience, in both industrial 
and school fields, which qualifies 
him for his new Nsst responsibili 
ties, 

Russell B. Robins Joins 

Handy as Account Executive 

@ Russect B. Rosins, formerly 
regional merchandising manage 
of Ralston-Purina Company has 
joined ‘THe JAM HANby ORGANI- 
ZATION as an account executive. 
He will specialize in dealer de- 
velopment work and sales promo 
tion operations for the Organiza 
tion’s clients operating in the 
farm market. 

Mr. Robins was previously gen- 
eral manager of the Major Oil 
Company and more recently sales 
manager of C. Anthony Co, who 
are regional Packard distributors 
on the Pacific coast. 


Douglass Director of Television 
Sales for Willard Pictures, N.Y. 
@ Hers Douctass, formerly New 
York sales representative for radio 
stations WHN and Woyn-FrM, has 
joined WiLLarp Pictures, INc., 
New York, as director of televi- 
sion sales, The Willard organiza- 
tion is setting up mass production 
methods for video films. 


Joins Executive Staff of Handy 
as Slidefilm Recording Chief 

@ Mut Woop has been added to 
the executive staff of the JAm 
HANDY ORGANIZATION as director 
of slidefilm recording, He will di- 
vide his time between the com- 
panys New York and Chicago 
offices. 
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Q%% PiciuREs 


NEW EXECUTIVES OF GENERAL MILLS TELE AND FILMS 


Epwarp G. SMITH Tom Hoper 


N pecialties 


# CALVIN 


—, 


@ Printing ... Black and White or Color... 
Silent or Sound . . . Optical Effects... 
Long Lengths . . . Large or Small Orders 


@ Recording . . . Rerecording . . . 16mm. 
Film or Dise ... Seven Channels... Nar- 
ration or Synchronous 
Library Orchestral Music 


. Organ or 


@ Complete Productions... Pre-priced . .. 
Quality Guaranteed . . . 8000 Square Feet 
Studio Space 


Eight floors of the finest facilities and 
equipment in the l6mm. industry— 
doing business with 71 industrial ac- 
counts and 67 other film producers. 


a. 


a 


.s 





May we hear from you? 


THE CALVIN COMPANY 








NOS E. 15th STREET, KANSAS CITY 6, MISSOURI 





General Mills Adds Television; 
Joins Film and Video Activities 
@ Adding television to its exist- 
ing advertising media, GENERAL 
Mitts INc., Minneapolis, has ap- 
pointed Epwarp G, SMITH to the 
newly created post of Director of 
Radio & Television Production. 
Smith has been General Mills’ 
radio manager for the past eleven 
years and will assume his new 
duties immediately. 

At the same time it was an- 
nounced that the company film 
department, under the direction 
of Tom Hope since its inception 
two and one-half years ago, has 
been transferred to Smith’s super- 
vision, with Hope as film depart- 
ment head. The change in film 
responsibility was considered the 
only practical means of coordinat- 
ing motion picture activities with 
expanding television projects now 
being developed by Smith. 


A. G. Petrasek Heads New Tulsa 
Office for Jerry Fairbanks 

@ JERRY FAIRBANKS PRODUCTIONS, 
Hollywood, have opened a branch 
ofhce in Tulsa, Oklahoma, to han- 
dle sales and service in the South- 
ern area. A, G. PETRASEK is an- 
nounced as manager, 


World Video Production Firm 
Shows Paris Fashion Films 

@ The French fashion films be- 
ing shown on stations of the NsBc 
network beginning this month 
were produced by Worip VIDEO 
Inc., a newly organized television 
motion picture production group. 

The pictures were made in such 
leading Paris fashion designers’ 
showrooms as those of Dior, Pig- 
uet, Fath, Schiaparelli, Moly- 
neaux, and LeLong. They show 
the latest designs, the manner in 
which they are created, and also 
how American buyers see these 
collections and how customers 
choose gowns. 

World Video is headed by M. 
Leo Marshall, chairman of the 
board of Continental Banking Co., 
John Steinbeck, author, and Rob- 
ert Capa, photographer. The or- 
ganization maintains a permanent 
Paris ofhce for production of such 
fashion films. It will supply Nsc 
with a continuing series of pic- 
tures. 

All technical production is han- 
dled by AFFILIATED FILM Propuc- 
ERS headed by Williard van Dyke 
and Irving Jacoby, widely-known 
documentary film producers, El- 
oise McElhone provides commen- 
tary, and scripts are by Frances 
H. Geyelin. 
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Joun A, CAMPBELL 


Addresses SMPE Meeting at 
Cleveland on New Techniques 


@ Joun A, CAMPBELL, vice presi- 
dent in charge of training devices 
for the JAM HANDY ORGANIZATION, 
will speak on “Some Practical Ap- 
plications of New Photographic 
Techniques” at the June 18 meet- 
ing of the Society of Motion Pic- 
ture Engineers in Cleveland. He 
will demonstrate his 
points on highly technical photog- 
raphy with a motion picture ti- 
tled, Seeing the Unseen. 


some of 


A member of the Engineering 


Society of Detroit, Mr. Campbell 
has a background of production 
experience in connection with 
technical motion picture pho- 
tography. As head of the Or- 
ganization’s ‘Training Devices 
Department, he is responsible for 
engineering research, product de- 
velopment and the designing of 
special photographic equipment. 
Florez, Inc. Names W. D.. Smart 
as Head of Vu-Graph Division 
@ Wayne D. Smart has been 
named manager of FLOREZ INC.’s 
Vu-Graph Division. He will take 
charge of sales of the overhead- 
projector and supervise program- 
planning of slide materials used 
with the device. 

Smart joined the Florez organi- 
zation as an account executive 
early in 1947. Previously he was 
divisional ad manager at J. L. 
Hudson Co., and a Lieut. Col. 
working on Army Ordnance train- 
ing programs. 

Clarence Wahl Joins Velazco, 
Inc., N.Y. as Recording Chief 
@ Crarence WanL, formerly in 
charge of sound film recording at 
RCA in New York, has joined 
Emit Ve tazco, INnc., as head of 
the film recording department. 





Insist on 


PEERLESS Film Treatment 


and storage conditions. 


Toughens Film. . 
digs, and long, hard wear. 


especially during first runs. 


New Low Prices! 


Write for price list. 


to do Peerless Processing. 
your free copy. 


CORPORATION 


165 West 46th Street, New York 19, N 





For Proven, Permanent Protection 





Keeps Film Pliable.. . despite climatic 
. against scratches, 
Helps Film Resist... fingerprints, 


handling marks, dirt, oil, water. 


lubricates Film. ..to ease projection, 


New Folder! ‘°20 Questions’’ con- 
taining information on film treatment 
and the list of laboratories equipped 
Write for 


PEERLESS FILM PROCESSING 


Y 


First Automatic 
Sound Slidefilms Are 
Credited to Kraft: 


@ Business SCREEN 
editors, West Coast 
and Midwest, are red- 
faced this month as 
signals were mixed 
crediting a California 
firm with the first low- 
frequency type auto- 
matic sound slidefilm 
production, 

As 


along, 












we knew all 
the first pro- 
gram on this recently 
developed equipment 
was produced for 
Kralt Foods Co., spon- 
sor, by Wilding Pic- 
ture Productions, Inc. 
under the supervision 
of Redmond Hogan, 
Kraft film exec. The 
program Kay Brand 
Naturally was 
viewed by us at 


re- 
\ the 
Chicago meeting of 


the IAVA. Produced 
in December, 1947, 
the Kraft program 


was shown in the field 
the first lot of 
Illustravox automatic 
slidefilm units. 


on 
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The Research Institute 
of America 


has produced 





CROSSROADS FOR AMERICA 


to answer these questions in thirty minutes of sound movie 


The American Communist.......... What makes him tick 
Russian Foreign Policy.......................... How it controls 
the Communist party line 

The American Business System............ How it works— 
Who gets what 

Capitalism.................. What has it achieved and how 


Communists in Labor Unions....What are they after— 
How to deal with them 
Labor-Management Cooperation....What are the stakes 


The Research Institute surveyed 150 of its members to see how 
they used the prints they purchased. Here are some of the 
findings: 


J “We intend to make this film available to our 200 odd member com Ai 
panies throughout the country so that they may show it to their em 
ployees.’'—Folding Paper Box Association of America. 


“We showed the film to all of the employees and it is our opinion 
that the results of the election, in which the employees turned down a 
national Communist-dominated union in favor of an independent union 
which had represented the employees for a number of years, were in 
part influenced by the film.” 


“Among those who have seen it have been supervisory personnel, staff 
members, service groups, church organizations and military groups 
Unquestionably the associating of the name of Fort Wayne General 
Electric with the presenting of such an American document has 
reflected credit upon this organization. Not only does the film do an 
admirable job of telling the simple economics of our industrial system 
by presenting facts to counteract the intentional spreading of misin 
formation, but also it presents an opportunity for the sponsoring 
organization in preliminary and concluding remarks to tell briefly of 
the good aspects of their own operations.’'—General Electric Company. 


“after a three months run we find that the film is still in demand 
from organizations who have heard of it by word of mouth. To date, 
we have had somewhere between 45 and 50 showings.’’—Plasticrete 
Corporation, New Haven, Connecticut. 





“This film is Highly Recommended for adult group discussion.’'—Institute 
~~ Adult Education, Columbia University, New York. 





ye 


Organizations to which purchasers have exhibited it as a public 
relations step: 


Rotary Clubs * Lions Clubs * Chambers of Commerce * Kiwanis 
Clubs * Knights of Columbus * Republican or Democratic meetings 
American Legion * YMCA * YWCA ® Schools—Junior and Senior 
High Schools * Colleges * Parent-Teacher Groups * Labor Unions 
Veterans of Foreign Wars. 


This film has now been thoroughly tested and proven as a tool 
for public education on the facts of economic life. It is now 
available for general release at $110 a print. 


Send orders to 


She Research Gnistitate Of « Smerca, Ine. 


292. Madison clvenue, New York ’ hy fi VY. 


or to your local film distributor 
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AUDIO-VISUAL EQUIPMENT FOR BUSINESS & INDUSTRY 


Show New Depth-Vue Screen 

@ TRANSMIRRA PROpuUcTs CoRPO 
RATION, 1650 Broadway, New 
York, has recently introduced the 
Depth-Vue Projection Screen, 
which is claimed to have the 
closest approach to three-dimen- 
sional quality with regular projec- 
tion methods. 

The demonstration model ex- 
hibited at last month’s ANFA 
show was a regular screen proc- 
essed with Depth-Vue on one part 
and unprocessed on another, The 
image difference between the two 
parts was considerable; the proc 
essed portion greatly improving 
color fidelity and giving an un 
usual reality to the scene. 

Depth-Vue is processed with an 
especially pigmented composition 
designed to improve texture, defi- 
nition and tonal values, reduce 
specular glare and eye fatigue. 
It is said to be equally effective 
with black and white or color 
film. 

Screens of other manufacture 
will be processed by Transmuirra 
Depth-Vue Automatic Box Model 
at §$.75 per square foot. The 
retails in seven sizes from 30x 40 
inches at $35 to 70x70 inches at 
$95. Dealer inquiries are invited. 


Viewlex Has New Slide Model 


@ VieEwLex Inc. has just an 
nounced their 24 x 21% slide pro 
jector, model AP-5, It is designed 
with a new easy-operating slide 
carrier, 

The projector's aspheric con- 
denser system coupled with an 
{f 3.5 coated color corrected ana 
Stigmat lens assures excellent 
screen brilliance. Optics are 
cleaned by lifting out the sepa- 
rately contained condenser lenses. 

Aluminum castings are finished 
in hammertone grey with no 
paint inside the projector to burn 
and cause offensive paint odors. 
Inside steel parts are zinc plated 
and finished in black. Outside 
parts are chromium finished. 

This new projector is mounted 
in a lift-off case and can be easily 
removed and used on a tripod. 
A positive tilting mechanism is 
located in the base. List price is 
$49.75 with carrying case for an 
extra $7.45. 

The AP-5 is made by the View- 
lex Corp., 35-01 Queens Blvd., 
Long Island City 1, New York. 
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PHe Cine-Compacto AUTOMATIC 16MM SOUND Proyecror (see col. four) 


HIGH FIDELITY... 
and EASE OF EDITING 


The Magnetrack System of sound 
recording offers you these 
advantages for motion pictures, 
slide films and radio 


TOP QUALITY RECORDING 


Word of the Magnetrack System is beginning to “get 
around.” Wherever you hear of it, you learn that it re- 
produces all kinds of sound with amazing fidelity. This 
system of magnetic tape recording assures superior 


quality in your finished film, record or radio program 


EASE OF EDITING REDUCES COSTS 


With the Magnetrack System you get facility of editing 


impossible in any other medium...delete a 





word, a syllable, a note from a song, add 
what is new or better, and do it quickly, 
easily, with no need for costly retakes. Ask 


us for further information 





THE BING CROSBY . a. 


SHOW USES THE 
MAGNETRACK 
SYSTEM 


Falmer films, (He. 


Film and Radio Recording Specialists 
Originators of the Magnetrack System 


40 FREMONT STREET + SAN FRANCISCO 5 





Automatic 16mm Sd. Projector 
Is Now in Full Scale Production 
@ Tue Cine-Compacto, a new 
automatic 16mm sound projector 
which has been tested in use un- 
der many different circumstances 
for several months, and has been 
highly endorsed by fleet owners 
of pilot models, is now in full 
scale production at the Northport, 
New York, plant of Cine-Com- 
PACTO, INC. 

As indicated by its name, the 
new single case unit automatic 
projector is small (10 by 16 by 20 
inches), light weight (37% 
pounds, fully loaded) , and easily 
portable. It is designed primarily 
for salesman use, or for intermit- 
tent use as a miniature, self-con- 
tained theatre at conventions and 
exhibits, rather than for continu- 
ous, automatic projection. (Cine- 
Compacto also manufactures a 
larger projector for continuous 
use). 

The best feature of the Cine- 
Compacto is the ease with which 
it may be set up to operate, Placed 
on a desk or table and plugged in 
to either AC or DC current, the 
screen door snaps into position at 
a touch, and in the 45 seconds nec- 
essary to heat up the amplifier 
tubes, the screening can begin. 
Other features are Cordomatic 
cord container, full 800 foot film 
capacity, white, translucent plas- 
tic screen for more brilliant im- 
ages, a specially designed lens for 
clear pictures without fuzzy edges, 
and a special film feed system 
which relieves tension on the film. 
The automatic feature, of course, 
eliminates threading and rewind- 
ing between screenings. The pro- 
jector can be threaded originally 
for automatic action in about five 
minutes. 

Production on the new machine 
has been stepped up to a point 
where delivery can now be made 
in several weeks, despite large in- 
dustrial orders which have kept 
the plant busy since March meet- 
ing pre-public announcement de- 
mands. The price of the Cine- 
Compacto is around $500, For 
further information, write to Cine- 
Compacto, Inc., Northport, New 
York. 


Bell & Howell Announces New 
Semi-Professional Splicer Unit 
@ The Bett & HoweL_t Company 
has announced a semi-profession- 
al splicer for heavy duty use in 
laboratories, film libraries, and 
schools. 

The manufacturer states that 
the splicer shears both ends of the 
film diagonally and applies pres- 
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sure to film ends while they are 
being cemented. An electrical ele- 
ment in the base, operating on 
AC current only, heats the shear 
blades and cement setting time is 
thus shortened. 

In addition to the usual provi- 
sion for scraping emulsion from 
the left film end, the right shear 
blade and arms of the splicer are 
designed to permit scraping the 
emulsion from the right film end 
also, a process necessary for splic- 
ing certain types of prints and 
titles. 

A gauge block on the splicer 
base simplifies setting scraper 
blades at proper working depth. 
Extra blades may be stored in a 
receptacle on the base. 

The semi-professional splicer is 
634” by 514” by 314” and weighs 
three pounds. The base and op- 
erating arms are of cast aluminum 
— the shear 
steel. 

According to B&H, the splicer 
base has been designed so that it 
may be screwed to a work table, 
and an 


blades are stainless 


accessory sub-base com- 
B&H 
Filmotion viewer and rewinds to 
provide a complete editing outfit. 

For further information, con- 
tact the Bell & Howell Co., 7100 


McCormick Rd., Chicago 45. 


bines the splicer with a 


New Device for Waxing Film 

Is Soon to be Put on Market 

@ A handy device to wax motion 
picture film will be put on the 
market soon by the Ro-ANN Co. ol 
545 Fifth Ave., New. York City. 
The waxer was invented by Ro- 





PRECISION 


OPTICAL PRINTING 


Complete Optical Printing Service 
by expert technicians with years of 
Major Studio Experience. 


COLOR -B&W 16mm- 35mm 
BLOW-UPS REDUCTIONS 


@ 35mm Ansco Color theatre prints 
from 16mm Kodachrome. 

@ Kodachrome Printing Masters 

complete with all special Optical 

Effects, and corrections. 

35mm blow-up work prints from 

16mm originals. 

Special printer for handling old 

and shrunken film. 

Television film service. 

Separation negatives for any 

color process. 

Our Optical Printer can solve many of 

your editorial and photographic problems, 

by the use of such mediums as frame se- 

quence alteration, optical zooms, quality 

and color correction, blow-ups, etc. 


FILMEFFECTS of Hollywood 


1153 N. Highland Avenue, 
Hollywood 38, California 


Equipped with the Academy-Award-winning 
ACME-DUNN 35-16 Optical Printer 
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The Ro-Ann Film 


Waxe) 


land Fontaine, designer of the 
widely used Fontaine cue-marker. 
It may be used for 8mm as well as 
16mm film. 

The high, 414” 
long, and 314” wide. It uses paraf- 
fine of a special composition de- 


»*r 


waxer 1s 3 


signed to give new life to film 
sprocket holes, 

If desired the 
mounted 


unit can be 
between the rewinde1 
and the film-splicer, Present plans 
call for a retail price of $5.95. 


RCA Announces Portable Dual- 
Speed Record & Transcripter 

@ Rea Vicror has put a new 
portable, dual-speed, record and 
transcription player on the mar- 
ket. Its design features the use 
of two motors which operate in- 
dependently for 
control. 

Ihe lightweight player is the 
first two-motor portable in RcA’s 
history. It plays standard 10” and 
12” records at 78 rpm and 16” 
electrical transcriptions at 33-1/3 
rpm, with speed selection accom- 
plished by a clear-view, positive 
action lever. The motors, one for 
each speed, operate on a rim 
drive inside the 12%” turntable. 

A headphone jack is included 
for use in libraries and other pla- 
ces where speaker operation is not 
feasible. The player has a special 
switch which automatically starts 
the turntable when the tone arm 
is raised. It also has a special elec- 
trical outlet for a slidefilm projec- 
tor. 

The unique performer (Model 
2-S-7:ED) has seven watts of push 
pull amplification, three tubes 
and one rectifier, an 8” perma- 
nent magnet speaker, continuous- 
ly variable tone control, and oper- 
ates on 105-115 volt AC current. 

The instrument measures 16- 
5/8” by 16-1/8” by 10-1/2”. Prob- 
able retail price will be $166. 


accurate speed 


New Recorder and Reproducer: 
@ Now available is a new sound- 
on-film recorder reproducer, the 
Hartron model 60. It 
purpose unit utilizing film to pro- 
(CONTINUED ON THE NEXT PAGE) 
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(CONTINUED FROM PRECEDING PAGE) 
duce a permanent, nonerasable 
sound record. 

The reproducer is light weight 
and makes two-hour 
although 


recordings 
longer ones are ob- 
tainable to meet particular re- 
quirements. The recordings may 
be played back immediately or 
filed for reference, No processing 
of film is required. 
Unique New Slide Projector 
@ A unique slide projector, man- 
ufactured by the Hottystipe Co., 
is now available for color projec- 
tion, It is capable of producing 
screen images up to six feet in 
width. 

he projector is designed for 
visual instruction in small groups 
and for sales promotion, It is 
rugged in construction and fea- 
tures a thermal 
Weight is little 
more than two pounds, 


high-efhciency 
cooling system. 


The Hollyslide projector uses 
a novel method of slide changing. 
len Kodachrome 
mounted in a 


slides are 
single cardboard 
holder. Each frame is centered in 
the light beam by a locator mech 
anism within the projector. Spe 
cial Hollyslides are available on 
different subjects or the company 
will convert original color slides 
to l6mm and mount them. 
Further information including 
price lists may be obtained from 
the Hollyslide Co., 6264 Sunset 
Blvd., Hollywood 28, Calif. 


Westrex Offers Equipment Book 
@ Wesrrex division of WersTEeRN 
Evecrric has prepared a compre- 
hensive 32-paye brochure in color 
giving details of the complete line 
of Western Electric recording 
equipment and film studio acces- 
sories, 

Included in the new catalog are 
pictures and descriptions of WE 
recording systems ranging from 
studio channels to newsreel type 
single systems. Supplementary 
equipment covered includes sev- 
eral types of Western Electric and 
Westrex re-recorders for a variety 
of studio requirements, re-record- 
ing consoles, mixers, and measur- 
ing devices. The booklet also 
features both 16 and 35mm edit- 
ing, processing and photographic 
equipment, 

Copies of the new catalog will 
be distributed to all studio per- 
sonnel concerned and other inter- 
ested parties in foreign markets. 
Domestic distribution in the U.S. 
and Canada will be handled 
through Westrex Corp.'s New 
York headquarters, 111 8th Ave., 
New York 11. 6 
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Eastman Announces New Film Base 


* ADVANTAGES DESCRIBED TO INDUSTRY AT SMPE MEET ® 


@ A new type of film base, adopt- 
EASTMAN Kopak for the 
manufacture of much of its “‘safe- 
ty” motion picture film, was de- 
scribed to the industry last month 
during the national convention of 
the Society of Motion Picture En- 
gineers. 


ed by 


CHARLES ForDYCE, superinten- 
dent of Kodak’s manufacturing 
experiments, told the SMPE meet- 
1946 Kodak 


has replaced acetate propionate 


ing that since early 


safety film support with a new, im- 
proved “high acetyl” acetate type. 
Essentially the latter is made by 
retaining the che mical “acetyl 
groups” previously washed away 
in processing. 

Fordyce said considerable ex- 
perimental work has been done 


on the new film to test it as a pos- 
sible substitute for the cellulose 
nitrate variety now widely used 
for professional motion pictures. 

“In addition to experimental 
tests,” he said, “the new film has 
been carefully watched through 
limited commercial trade use. Spe- 
cial prints of several features were 
circulated through film exchanges 
in different parts of the country. 
Alternate reels of safety and ni- 
trate film were used in each print 
selected for testing and _ satisfac- 
tory quality was obtained in ev- 
ery respect.” 

Safety film generally is slow- 
burning, in contrast to rapid-burn- 
ing nitrate film. 


Summarizing results of the ex- 


LESLIE ROUSH 


PRODUCTIONS, 


119 W. 57th St., New York 19, N. Y. 
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PRODUCERS OF 
MOTION PICTURES 
FOR INSTITUTIONAL, 
PUBLIC RELATIONS 
AND EDUCATIONAL 
PURPOSES. 
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tensive laboratory tests, Fordyce 
concluded: 

1) Low shrinkage of the new 
safety base will keep the film free 
from buckle and the resulting in- 
and-out-of-focus images on the 
screen. 

2) Tensile strength, rigidity, and 
flexibility of the “high acetyl” film 
are more like nitrate film than 
previous safety bases. 

3) Its greater resistance to mois- 
ture and humidity effects means 
less processing trouble as well as 
less film distortion. 

4) Projection quality, better than 
that obtained with earlier safety 
films, is equal to nitrate in screen 
steadiness and appearance, 

He added that new cements, 
manufactured especially for use 
with the new film, will also make 
satisfactory splices with nitrate or 
older types of safety film. 

* * * 

GoldE Projector Line Given 
New Protective Finish Coatings 
@ An attractive new look has 
been added to GoLpE projectors 
and spotlights. The company has 
created a Sierra brown baked- 
enamel finish to add beauty and 
durability to its products. 

The Sierra finish in- 
volves several baking operations 
and is applied in three coats, Its 
formula was developed for high 
temperature applications, 

* * * 


brown 


Save-Kote Film Treatment Now 
Offered by Pinnacle Productions 
@ Save-Kote—film treatment proc- 
ess distributed by Rosertr H. 
REDFIELD, president of PINNACLE 
PRODUCTIONS — protects and pre- 
serves motion picture film against 
abrasives, fingerprints and oils as 
well as heat or extreme cold. It 
may be applied to any film, new 
or used, black and white or color. 

The process covers film with a 
tough coating that keeps it flexi- 
ble and protects the sound track. 
The coating contains no injurious 
chemicals, 

After every Save-Kote applica- 
tion, film is identified with a “‘tell- 
tale” indicator—a red strip run- 
ning the length of the film. This 
indicator shows the amount of 
protective coating on the film. 
The red band begins disappear- 
ing after repeated showings of the 
print, acting as a warning sign 
that the protective coating is wear- 
ing. 

Ihe Save-Kote treatment is 
available to any industrial, school, 
church, or home film user, Write 
Pinnacle Productions, 28 E. Jack- 
son Blvd., Chicago 4. 
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NEW 


@ Feature of the National Film 
Conference in New York recently 
was a spirited discourse between 
G. David Gudebrod, head of N. 
W. Ayer’s film bureau; J, LeRoy 
Gibson, of SouND Masters INc.; 
Al Zink, television production 
supervisor of “Wrcs in Schenec- 
tady, and C, J. Durban, assistant 
advertising manager for the U, S. 
Rubber Co. 

Gudebrod declared that Ayer 
has been wrestling with budgets 
on commercial films for 15 years, 
and for seven years the agency 
has been concerned with costs of 
television films. He said that costs 
of tele films today are just too 
much, and before televisors can 
consider their use on a broad scale 
they will have to be cheaper. He 
pointed out that the average quo- 
tation today runs to about $5,000 
per reel, 


Cites Waste IN PRODUCTION 
The Ayer executive went on 
advocate several methods of 
eliminating methods of produc- 
tion waste: (1) By obtaining 
writers who know television §re- 
quirements and who can elimi- 
nate expense for costly film sets 
by turning out good scripts spe- 
cifically written for low budgets; 
(2) By getting directors who can 
plan everything on paper in ad- 
vance and save studio time rental 
costs—men who can forget about 
producing films to equal theatri- 
cal products since tele production 
techniques are not similar to mov- 
ie production; directors should 
know this and not have to ex- 
periment on the set on sponsor's 
time; (3) By avoiding beautiful- 
ly lighted scenes and special effects 
that won't get over on television 
anyway. 


to 


Gibson, for his part, declared 
that the solution to producing 


TYPE TITLES 


... built up to a STANDARD 
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THE KNIGHT STUDIO 
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What Price Films for Television? 


SPIRITED DEBATE BY EXPERTS FEATURES RECENT 
YORK TELEVISION AND FILM CONFERENCES 


successful films for television did 
not lie in turning out “cheap” 
motion picture production, He 
said that costs were as low as pos- 
sible, and that film studio efficien- 
cy was equal to that of any other 
media in keeping costs low. 


Poor Fitms Witt Hurt Mepium 


Gibson pointed out that tele- 
vision programming as it exists 
today is not satisfactory to a 
great majority of the viewing pub- 
lic, and if sponsors persist in a 
niggardly approach to the me- 
dium, television and the sponsor 
will surely suffer. He declared 
that the answer to the situation 
was for top management to open 
purse strings a bit wider, pay for 
quality production, and share 
costs with other participants in 
the growing medium rather than 
expect telecasters and producers 
to shoulder the burden. 

Al Zink stated that it was all 
very well for national advertisers 
to speak of $5,000 per reel pro- 
ductions and balk at the price, 
but the great future of television, 
as in all media, is dependent 
upon the small advertiser and he 
will balk at as little as $100 a 
reel. 

Gibson replied that the answer 
for the small advertiser was syn- 
dicated films. 


Sponsor UsinGc FitMs REGULARLY 


C, J. Durban, of U. S. Rubber, 
said his company has been using 
at least one film a week since 
May 1945. He proposed a sim- 
ilar system for prospective spon- 
sors where costs of television films 
would not out of reach con- 
sidering their total use potentials. 
He described U. S. Rubber films 
used newsreels on television, 
and use of regular television com- 
mercials by branch offices, distrib- 
utors and dealers, and by schools 
and clubs. 


be 


as 


* * * 


French Co. Sets Up Exchange 
of Films With Am. Broadcasting 
@ The French have inked a deal 
with the American Broadcasting 
Company for the exchange 
video films. 

Radiodiffusion Francaise will 
send Asc films showing French 
economic, educational, and. cul- 
tural life and will include some 
newsreel subjects. Asc will recip- 
rocate with U.S. television films. 
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PROJECTION ADVERTISING 


PROJECTORS - SCREENS - SLIDES . 
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BODDE PATENTED SCREENS AND PROJECTORS 


Plastic seamless screens with unexcelled definition, flat field 
| and wide angle viewing. 


2000 and 5000 Watt automatic 3% 





















































x 4° slide projectors. 


COMPLETE INDIVIDUALIZED SLIDE SERVICE 


24 hour service on slides by McDuffee-Brown, tailor made 
for any type of business. You furnish the sales message and 
name and address—we do the rest—art work, photography 
and slide assembly—at unheard of low prices. 


WRITE FOR DESCRIPTIVE FOLDER 





bie PROJECTED TELEVISION SCREENS 


Screens of any size to meet the requirement 
of projected television, giving maximum 
transmission and wide viewing angle under 
existing lighting conditions. 


wy WBodde 1 Compan Y 


9130 Exposition Drive - Los Angeles 34, Cal. 











RESEARCH and RESULTS 





The SAMUEL L. WARNER MEMORIAL MEDAL for 
outstanding achievement in the improvement of 16mm. sound 
quality went, at the close of 1947, to John A. Maurer, whose note- 
worthy researches in the field of 16mm. have long been a valued 
asset to the Precision Film Laboratories. 

One of the practical results of Mr. Maurer’s research is the new 
16-to-16 optical printer for sound. Here, by new optical and mechani- 
cal principles, track prints of greatly improved quality are produced. 
This new machine was developed for the exclusive use of Precision 
Film Laboratories, bringing to the 16mm. field the useful result of 
long investigation. A film laboratory which has specialized in this 
type of research for eleven years is therefore well equipped to give 
the best possible reproduction of your originals—picture and sound, 
black and white or color. , 


PRECISION 


FILM LABORATORIES 
21 West 46 Street © New York 19, N. Y. 
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depends 
the adver- 


*% Television success 
upon one major factor 

For he is the man who must 
be convinced of the effectiveness 
of television as an advertising 
medium, And responsibility for 
this success or failure of video as 
an advertising medium lies in the 


tiser, 


hands of ad agency people and 
commercial film producers. The 
effectiveness of the new commer- 
cials that are produced will have 
a great bearing on the future ol 
the industry. Visual commercials 
are something new to the 
ity of people, Because they are 
public will now over- 
stuff 


long. 


ma jor- 


new, the 
look some of the mediocre 
it sees today, but not for 
The novelty will wear off quickly. 


We have a job on our hands 


with video commercials because 
television has to compete with ra- 
ability to transmit 
impressions that paint 
pictures. In television the picture 
is already supplied, and the view- 
more critical ol 
Therefore, pic- 
cleverly 


dio’s sound 


mental 


er tends to be 
what he _ hears. 
torial 


composed to sustain the viewer's 


content must be 


interest. 
Must Have 


A television 
be supplemented with a thesaurus 


SUSTAINING INTEREST 
picture need not 
of extra description, however, But 


television commercials must be 
more than just demonstrations of 
the product or service. Even with 
good acting, 


camera work and _ special 


elaborate settings, 
trick 
effects, some commercials will flop 
if they do not have sustaining in- 


terest and continuity, 


The nearest technique to good 
video commercials is the advertis- 
However, 


ing minute movie. even 


here, a good many commercials 
today are amateurish because the 
people who create them do not 
take advantage of tried and tested 
basic advertising techniques used 
in other media, Producers, direc- 
tors and writers must draw from 
the experience of the theatre, the 
motion picture, radio and from 
space advertising since television 
is a combination of all of them. 


Then, too, it must be remem- 
bered that one type of video com- 
mercial cannot do an overall sell- 
ing job any more than can any 
one magazine ad. For example, 
a commercial prepared for use on 
the eastern network 
mostly metropolitan 
may not be 


reaching 
audiences 
effective when tele- 
vised out in midwest rural areas 
where the environment and way 
of life is different. 


There are a thousand and one 
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About Film Commercials for Video 


Adapted from The Conference Report by Chester Kulesza, 


Film & Television Production Supervisor, BBD&O 


methods of doing commercials. 
However, I cannot stress strongly 
enough the point that television, 
being a close-up medium, requires 
utmost simplicity. Some steps that 
may be helpful are: 

Open the commercial with 
a situation or title to arouse in- 
terest and set the mood. 

2. Inject human interest by pre- 
senting a problem or situation 
with which the viewer can direct- 
ly or indirectly identify himself. 

3. Arouse a desire for the prod- 
uct by showing need on the part 
of the consumer. 


1. Tell him to buy it, where to 


buy it, and, perhaps, show it being 
purchased, 

5, Offer a solution through the 
use of the product by quickly 
demonstrating the product in use. 

6. Show visual proof of effec- 
tiveness of the product. 

The problem of placing the 
commercial in a television show 
must be given considerable 
thought. How can we give the 
audience continuous entertain- 
ment and still get in the commer- 
cial? 

The subtle type of advertising 
is one. way of making sure the 
public doesn’t miss the message. 





An 
Entirely New 
PROJECTOR 
Not Just A 
“New Model" 


THEA TRE-IN-A-SUITCASE 


The New Under 31 |b.“Bantam” 
Gives You BIG Projector Features Plus 
Many New Exclusive DeVay Refinements 


* Brilliant, Flickerless Pictures 

* Amazingly Life-Like Sound 

* 2000 ft. Film Capacity 

* 750-1000 Watt Illumination 

* Light Out-Put Exceeds 200 Lumens 
* Sound and Silent Projection 

* Fast Motor-Driven Rewinding 

* Coated Projection Lens 

* Coated Condenser Lens 

* Automatic Loop Setter 

* Rotating Sound Drum 

* Prefocused Exciter Lamp 

* Simplest Film Threading 

* Instant, Positive Tilting 

* Precision Built of Quality Materials 
* Absolute Film Protection 

* Motor Driven Forced-Air Cooling 
* Operation on Either AC or DC 












ONLY FROM DeVay 
@ you get lime prepcten deigeed ond bel by the 
same craffunen whose }imm equipment noted te pre 
te “pete dew” te Wert: few teen 













Single Case “Ban- 
tam” with built-in 
6-inch ALNICO $ 
permanent magnet 
speaker, is readily 
detachable for 
placement at 
screen as desired. 


Dual Case “Ban- 
tam” projector and 
amplifier in one 
case. 8” ALNICO 5 
permanent magnet 
speaker in separate 
matched case. 


Your sew DeVay “Bantam” has adequate illumination (750- 
1000 Wan) for projecting brilliant pictures in auditoriums. 










Devry CORPORATION _ BS-E7 
Il ARMITAGE AV., CHICAGO 14, ILL. 1 

















Providing the product to be ad- 
vertised was in existence at that 
time, any drama, mystery, or va- 
riety show can be written to in- 
clude an integrated commercial. 


COMMERCIALS Must BE REALISTIC 

Suppose we are doing a half 
hour live dramatic show. The 
product we must integrate is a 


refrigerator. ‘The show is to be 
live, and the commercial is to 
be on film. It is comparatively 


easy to include a scene where the 
hostess invites her guests into the 
kitchen for a snack. They go 
through a swinging door in live 
action. The kitchen sequence 
with the same actors can be shot 
on film anywhere at any conven- 
ient time. It’s certainly logical 
that the hostess must go to the 
refrigerator to get the prepared 
snacks and it’s certainly believ- 
able for one of her guests to no- 
tice that the hostess has a new 
refrigerator. Any desired copy can 
be inserted subtly into the con- 
versation and then dwindle off 
into gossip, and the action re- 
turned from the kitchen on film 
into the live production. 

Another problem is whether 
television commercials can stand 
repetition, The best solution is 
for producers to vary them from 
week to week. 


THEATRE Aps ARE DIFFERENT 

Many advertisers that have 
been using motion picture adver- 
tising playlets feel that they can 
also use these films as television 
commercials. But only a certain 
percentage of these spot movies 
would be effective on television. 

Television is both a close-up 
medium and an intimate medium. 
Spot movies lose their effective- 
ness when they are reduced to an 
“8 x10" screen size and when pre- 
sented to a few persons in the 
average living room. Wher con- 
densed into a small area, the long 
shots prepared for large theatre 
scenes force the human eye and 
mind to strain in concentration. 
Another detrimental factor is that 
they are so jammed with selling 
points and scene changes, that the 
viewer is confused. 

In conclusion, then, if movie 
shorts are to be used for both 
television and theatrical distribu- 
tion, they must be made to con- 
form with the simplicity required 
for television first and for theatre 
audiences last, If the advertiser 
can put over several strong points 
about the product so that the 
audience remembers, he has ac- 
complished his purpose in both 
media. * 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 
— Specialized Production Experience 


for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
“New York 19, N. Y. 
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35MM CINE LENS — Available on 15 
day trial. Satisfaction guaranteed. Some 
wonderful values from our tremendous lens 
stocks. 


FOR EYEMO CAMERAS—LENSKOTED 
—FOCUSING MOUNTS 


' F4.5 Bell & Howell Wide Angle 


(Fixed Focus) — $ 74.50 

1" F2.3 Kinar Wide Angle — 99.50 
2" FI.5 Dallmeyer — 199.50 
2" F2 Schneider Xenon — 119.50 
3" F2.3 Bausch & Lomb Baltar — 179.50 
5" F2.3 Astro Pan Tachar — 343.75 
6" F4.5 Taylor Hobson Cooke — 125.00 
10" F4.5 Bell & Howell Eymar — 205.00 
14" F5:5 Schneider Tele-Xenar — 165.00 
400° 35MM Magazines for Eyemo — 69.50 


Exceptional Stock of Rebuilt Eyemo Cameras— 
Write for details. 


FOR DEVRY CAMERAS—LENSKOTED— 
FOCUSING MOUNTS 
1" F4.5 Bell & Howell Wide Angle — 


$ 74.50 
2" FI.9 Ultrastigmat — 


69.50 


FOR MITCHELL CAMERAS LENSKOTED 
2" FI.S Hugo Meyer Primoplan 


Focusing Mount — $199.50 
3" FI.9 Hugo Meyer Primoplan 

Focusing Mount — 199.50 
18" F5.6 Telephoto-Focusing Mount — 162.50 


Stocks constantly changing. Write for complete 
a and free catalog. Address inquiries to, 


B. Smith, 


Burke & James, Inc. 
321 So. Wabash, Chicago, Illinois 
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ON P & G EMPLOYEE RELATIONS 





(CONTINUED FROM PAGE TWENTY-SIX) 
where work is comparable to establish general 
wage levels for the various classes of factory 
work, These surveys are taken at frequent in- 
tervals to insure that P & G employees’ wages 
always match the average paid in these leading 
companies for similar types of work. 

Within each classification job evaluation is 
used so that each job will be paid fairly in re- 
lation to all other jobs in that classification. 
Each job is analyzed by men who thoroughly 
understand the job’s requirements, such as 
complexity of operation, concentration, judg- 
ment, possibility of loss, responsibility, and 
the like. Such evaluation provides a specific 
basis for setting wage levels on particular jobs. 
The film emphasizes that it is the job and not 
the individual that is being evaluated. 

The third step in P & G’s wage policy is care- 
ful consideration of the individual—‘‘you, the 
employee.” Careful review of each employee's 
record by appropriate supervision provides a 
fair and regular basis for paying the employee 
properly within the wage range for his job. 
In addition, such personal consideration also 
insures recognition of individual abilities and 
gives real meaning to the company’s policy of 
promotion from within. 

Perhaps most noteworthy in this film is the 
attempt to explain the technical procedures 
of wage determination in terms of the simple, 
everyday advantages that the method has for 
the individual employee. 

Technical Notes: A Fair Day’s Pay is a thirty 
minute film photographed in commercial 
kodachrome at Procter & Gamble plants in 
Cincinnati, Ohio, Staten Island, New York, 
and Quincy, Massachusetts. Color is excellent. 
The film is more a pictorial illustration of 
the script—which carries the main impact— 
than a narrative of the photographed scenes. 
Distribution: Limited to internal use for Com- 
pany employees. 

* * * 


Credit Union Movement Has Need 
for Sound Slidefilm Teaching Series 


@ The credit union movement in its inter- 
national association in this country and Can- 
ada embraces a membership of close to five 
million people. And the vast bulk of the 
leaders in this movement are volunteers, men 
who need effective training and education. 
Is there any reason, therefore, why the sound 
slidefilm technique, which is so admirably 
adapted to teaching, cannot be applied to the 
credit union field? 

Credit unions are organized into state 
leagues, chapters, and about 10,000 individual 
units, They are teaching encouragement of 
thrift and the promotion of small loans on a 
membership basis. Hence, they offer a wide- 
open market for application of the sound 
slidefilm technique. 

Producers are already agreed that slidefilms 
for credit unions are an excellent idea and 
that anything that will advance an approved 
prospectus will get active cooperation. Now 
it's up to the two to get together and plan 
out a first-rate program. 











LOOKING FOR A 
°o 
PRODUCER ? 


Fletcher Smith Studios, Inc. 
has produced animated car- 
toons, television commer- 
cials, and over 300 film- 
strips for such accounts as: 


American Tel. and Tel. 

Babson Bros. 

Commercial Solvents Corp. 

Sugar Research Foundation 

Bates Fabrics 

Talon Zipper 

Simplicity Pattern 

Ford Motor Car Co. 

WEWS—Cleveland 

(A Scripps-Howard Station) 

Kool Cigarettes 

Sanforized Co. 

Pictorial Films, Inc. 

Swift and Co. 

Westinghouse Electric Co. 
and many others 


Such recognition must be deserved. 


Fletcher Smith Studios, Inc. 
1585 Broadway, New York 19, N. Y. 
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35mm Studio Recorder $1995 


ART REEVES TYPE 35MM SOUND-ON-FILM | 
RECORDER with oil damped rotary stabilizer; | 
footage counter; 220 volt 3 phase 60 cycle 
synchronous motor; new RCA licensed Modu- 
lite dual lateral variable area galvanometer and | 
extra recording lamps. Frequency range 50 to 
10,000 cycles. Rebuilt like new. 





Off-the-Tube Television Recording Camera, 
includes: noise reduction amplifier, operates 

from audio output of television receiver at 
30 fps with 180° shuttr opening. Less lens $1300 


ADDED SPECIALS! 


Kodak Cine Special Blimp $295.00 


B&H 110V AC/DC Studio Camera Motor 249.50 | 

Wall 35mm Studio Sound Camera, 4 lenses....1295.00 | 

Arriflex 35mm Camera, 4 lenses, complete 895.00 | 

W.E. 35mm Sound Moviola 3 way 795.00 | 

Multiple Flood Unit, four 18'' Alza< giant | 
reflectors. Including hag 225.00 | 

Neumade 35mm Autor Film Cleani ng | 
Machine, entirely enc Ps with m 

EVERYTHING FOR STUDIO, CUTTING ROOM t 

LABORATORY— 
Lights, Mikes, Booms, Dollies, Lenses, Bax on | 
Process, Moviolas, etc. ae for Catalog Sturel 


S. 0. S. CINEMA SUPPLY CORP. 


Note New Address, occupying entire building: 


Dept. BS, 602 West 52nd St., New York (9 
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EASTERN STATES 


* CONNECTICUT ° 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Pix Film Service, 34 E. 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


Putnam 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
Iransportation Bldg., Washing 
ton 6, 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington. 


* MAINE + 


D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Folkemer Photo Service, 927 Pop- 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val- 
lonia Ter., Fall River. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 

* NEW HAMPSHIRE - 

A. H. Rice and Company, 78 W. 

Central St., Manchester. 
* NEW JERSEY - 

Art Zeiller, 155 Washington St., 
Newark 2. 

Slidecraft Co., South Orange, N. J. 

* NEW YORK + 

Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Community Movie Circuit of 
Western New York, 1285 Baile, 
Ave., Buffalo 6. 
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Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, 347 Madison 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bu- 
reau) 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. {8th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 

Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Visual Sciences, 599BS Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
147, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 

L. C, Vath, Visual Education Sup- 
plies, Sharpsville. 

* RHODE ISLAND - 


United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 

Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


A NATIONAL DIRECTORY OF VISUAL EDUCATION 


* WEST VIRGINIA - 
J. G. Haley, P. O. Box 703, 
Charleston 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 


Apex Theatre Service & Supply, 
Phone 24043, Box 1389, Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA - 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bildg., Birming- 
ham. 

Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 

John R. Moffitt Co., 1914 S. 
Perry St., Montgomery. 


* FLORIDA - 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
FE, LaFayette St., Tampa. 

* GEORGIA + 
Calhoun Company, 101 Marietta 

St., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 

Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3, 

* KENTUCKY > 

Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 423 W. 
Breckenridge, Louisville. (Also 
Lexington) 

* LOUISIANA + 

Stanley Projection Company, 
21114 Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12, 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 
Stirling Movie & Photo Co., 1052 
Florida St., Baton Rouge 85, La. 
Ideal Pictures Co., 826 Barrone 

St., New Orleans 13. 

Delta Visual Service, Inc. 815 

Poydras St., Louisiana 13. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


DEALERS 





* MISSISSIPPI - 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


* NORTH CAROLINA - 
Carolina Industrial Films, 1626 
Beverly Drive, Charlotte 7. 
National Film _ Service, 14-20 

Glenwood Ave., Raleigh. 


* SOUTH CAROLINA + 
Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 
Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 


* TENNESSEE + 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

* VIRGINIA - 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. 
Main St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Rich- 
mond 9. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 


* ILLINOIS - 
American Film Registry, 28 E. 
Jackson, Chicago 4—HAR 2691 
Father Hubbard Educational 
Films, 6651 N. Clark Street, 
Chicago 26. 
Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 





BUSINESS SCREEN MAGAZINE 




















Industrial Cinema Service, 121 
W. Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago 1 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S, La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 

* INDIANA + 

Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 

* IOWA « 

Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 

General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 

* KANSAS-MISSOURI + 

Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 

« MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 

Gillespie Visual Education Serv- 
ice, 220 State St., St. Joseph. 

*« MINNESOTA + 

Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 
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* NEBRASKA - 


Church Film Service, 2595 Man- 
derson St., Omaha 11. 


* OHIO - 

Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

Ralph V. Haile & Associates, 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 

M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes- 
ville. 

* WISCONSIN - 

R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Meuer Photoart House, Wm. ]. 
Meuer, 411 State St., Madison 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA - 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Craig Visual Aid Service Co., 105% 
S. Olive St., Los Angeles 15. 
Ideal Pictures Corp., 2408 W. 7th 

St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 
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Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Blidg., 68 Post St. San 
Francisco 4, 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* OKLAHOMA + 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5, 
* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5, 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5, 
Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS «+ 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 
Young St., Dallas, 

The Educational Equipment Co., 
David F. Parker, 1909 Com- 
merce St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1, 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 


Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N. 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, ; 

* UTAH + 

Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 

Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 

* WASHINGTON + 

Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 

Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 

Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 

* HAWATI «+ 

Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T. H. 

Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
Tr. Hi. 


General Films Limited 

Head Office: 

Regina, Sask., 1534 Thirteenth 
Ave, 

Branches: 

Edmonton, Alta., 10022 102nd 
Street 

Montreal, Quebec, 1396 St. 
Catherine St, West. 

Moncton, N. B., 212 Lutz St. 

Toronto, Ont., 156 King Street 
West. 

Vancouver, B. C., 
Georgia St. 


535 West 


Winnipeg, Man., 810 Confed 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St, 


Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 





There’s An Audio-Visual Specialist in Your Town! 
* Contact the specializing dealers listed in these pages 
for dependable projection service, projector and accessory 
sales and maintenance and for your film needs, 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
grams. They are also qualified to service projection equip- 
ment for maintenance and repair. For address of dealers 
in towns not listed here write: The National Directory of 
Visual Education Dealers, 812 No. Dearborn Street, Chi- 


cago 10, Illinois, 
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CASE 
HISTORIES 


A Technical Review of Business 
Motion Pictures and Slidefilms 


COPPER MINING UP TO DATE 


Sponsor: Anaconda Copper Mining Company. 
Film: Copper Mining, Smelting and Re- 
fining. 

% This new film is an account of the Montana 

operations of the Anaconda Copper Mining 

Company, 

After a brief historical introduction, we start 
at a head-frame on top of the “richest hill on 
earth” at Butte, Montana. Miners enter cages 
for the trip to the workings thousands of feet 
below the surlace. 

Then follow the sequences of underground 
mining and its related operations—drilling, 
blasting, timbering and transporting the ore 
to skip pockets for its trip to the surface. 

At the smelter in Anaconda, the sulphide 
ore is crushed and ground to the consistency 
of fine sand, Flotation machines remove most 
of the worthless rock, leaving copper concen- 
trate, 

A roasting operation then burns out part 
of the sulphur. The hot calcine is melted in 
huge reverberatory furnaces where the charge 
separates by gravity, The resulting “matte”, 
still molten, is transferred to giant converters 
which remove the iron and sulphur, leaving 
99%, pure metallic copper. 

At the Great Falls refinery, through both 
live action and animation, we see what takes 
place in an electrolytic refining tank where 
99.9 plus percent pure cathode copper is 
produced, This copper is melted and cast 
into the various commercial shapes required 
by industry. 

Technical Notes: Copper ... is a 35 minute 

sound film photographed in Kodachrome. 

Music by Emil Velazco. 

Distribution: Illustrating modern methods of 

underground mining, this film is an informa- 


Copper MINING scene (see review above). A 
second Anaconda film will be reported next. 


tive supplement for students of mining, geol- 
ogy and metallurgy. It is offered without 
charge to schools and groups interested in 
mining. 


BACKGROUND ON MONSANTO 
Sponsor: Monsanto Chemical Company. Film: 
Meet Monsanto. Producer: Calvin Pro- 
ductions. 
* This recently completed picture was de- 
signed as an indoctrination film for Monsanto 
employees. The company’s Industrial and 
Public Relations department wanted a picture 
that would be suitable for both new and old 
employees as well as outside groups. Accord- 
ingly, it was decided to open the film with a 
one-minute prelude in which President Wil- 
liam M, Rand extends a welcome to new work- 
ers, This opener establishes the indoctrination 
theme but may be deleted when the film is 
shown to veteran employees since, following 
the prelude, the motion picture gets off to the 
conventional start with titles, credits and so on, 

The Calvin Company was given the con- 
tract for this film in the fall of 1947. About 
six months was required for the picture’s com- 
pletion, A camera crew of three men, director, 
photographer, and gaffer, traveled 17,000 
miles to all but three of Monsanto's 21 domes- 
tic plants, They shot about 10,000 feet of film, 
1,200 feet of which is retained in the final 
production. 

Meet Monsanto describes expansion of the 
company which led from the production of 
saccharine to atomic energy research — from 
one product to 20,000 formulations. The com- 
pany’s 1901 lab was recreated for shots show- 
ing Dr. Veillon and his assistant, first Mon- 
santo chemists, at work. The lab was copied 
from a scale model which a veteran employee 
provided, Character actors used in the se- 
quence were made up to resemble people in 
an actual 1901 photograph, 

Several panoramic views of model sets are 
interestingly handled. A map depicts locations 
of the six operating divisions of the company, 
and a spinning globe serves as a background 

The company’s vast network and facilities 
are stressed throughout this film. A typical 
board of directors meeting is shown, and a 
flow chart indicates how company authority 
is delegated. Employee benefits, such as earn- 
ings 14 per cent above the average of all in- 
dustry, are listed, 

Some interesting scenes picture Resinox and 
other Monsanto plastics. These are followed 
by review of consumer products which, al- 
though impressive, could have been made 
even more impressive with a popular science 
treatment. 

Technical Notes: Filmed in Kodachrome—34 
minutes long, The original music was com- 
posed by Emil Velazco. It was recorded on 
35mm film in New York and reduced to 16mm 
before being recorded in Calvin's Kansas City 
studios. 

Distribution: To Monsanto plants only at 
present. Prints are retained permanently by 
five offices, and others are sent out from the 
St. Louis division. 





CARPET INDUSTRY SLIDEFILM 





Sponsor: Millett Corporation, Slidefilm: Back 
Magic. Producer: Bray Studios, Inc, 
* Introduced last month at a trade press pre- 
view in New York, this sales training sound 
slidefilm is part of Millett Corporation's cam- 
paign to promote its new product “Cellucord” 
—a plasticized yarn used for carpet and rug 
backing. Cellucord began to appear in floor 
covering materials some time ago, but because 
sales personnel knew very little about it, sales 
seemed to move slowly. Back Magic was spon- 
sored to explain the product, and its selling 
points, to the retail trade. 
Technical Notes: Sound slidefilm in black-and- 
white, running 20 minutes, Frames were shot 
on location at Millett’s plant in northern Ver- 
mont, at various carpet mills in the East, and 
in a modern retail display section in New 
York’s newest rug and carpet store. Additional 
scenes were photographed at a commercial 
rug cleaner’s plant, and in a home setting. 
Distribution: By the sponsor to department 
stores and retail furniture outlets, carpet mills, 
commercial carpet cleaners, rug laying con- 
tractors, and other interested groups. 





For AMATEUR PHOTOGRAPHERS 





Sponsor: Lamp Department, General Electric 
Company. Film: Family Album. Producer: 
Raphael G. Wolff Studios. 

* This film, which was produced about a 
year ago, has had very limited release to date 
because of the critical shortage of lamps and 
flash bulbs, Now being distributed more 
widely, it is designed to teach the amateur 
photographer the system of triangle lighting 
for indoor photography. 

Family Album is an amusing picture of a 
family which had troubles with its indoor pho- 
tography until it learned the simple rules for 
successful lighting. The story centers around 
the sad examples of picture making, both 
still and movie, that the family was produc- 
ing until Dad learned the basic elements of 
lighting technique. After that it was duck 
soup to take good pictures. 

Technical Notes: The picture is thirty min- 

utes in color and would provide a good half 

hour’s entertainment to any audience, wheth- 
er directly interested in photography or not. 

Distribution: Requests for loan of the film 

should be addressed to the Lamp Department 

of the General Electric Company. 
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Sound Reproduction at its best... 


Only projector with built-in Fidelity Control... 


_@ finger-tip operated device which precisely 


focuses the scanning beam for top tonal repro- 
duction with all types of 16mm. sound film 


Sound Kodascope FS-10-N Projector shows sound 
or silent films in color or black-and-white—and per- 
mits you to “mix” sound freely—to add musical 
background or voice commentary. 

The highly efficient optical system includes a 
powerful 750-watt lamp and a superfast f/1.6 pro- 
jection lens—choice of five other lenses for “tailor- 
made projection.” Big screen pictures perfectly il- 
luminated on practically any size screen and at 
almost any distance. In a spacious auditorium or in 
cramped quarters, it’s always a “good show.” 


SOUND KODASCOPE 
FS-10-N PROJECTOR 


And for brilliant slide projection. . . 
New 1000-watt KODASLIDE 










Delivers more illumination to the 
scrcen than was ever before pos- 
sible with any 2 x 2-inch slide pro- 
jector. Fast lenses, powerful lamps 
snap a vivid image onto the screen 


KODAK’’ IS A TRADE-MARK 


Prices subject to change without notice 





Easy to handle... convenient to use .. . the whole 
outfit packs in two cases. Wide-opening film gate and 
latches simplify threading. Easy action controls at 
your finger tips. Accepts reels up to 2000 feet for 
silent showings as long as an hour and a quarter, or 
almost an hour of sound movies. 

The proof of a sound projector is in the seeing, 
and particularly in the hearing. See your Kodak 
dealer—ask him for a free folder and a demonstration 
of the FS-10-N Projector. Price, with single speaker, 
$500; with twin speakers, $565. 


EASTMAN KODAK CO., Rochester 4, N. Y. 








PROJECTOR, Master Model 


in a room only half dark. Wide 
choice of lenses. Improved cooling 
system. Full-color folder at Kodak 
dealers’. Price from $181 to $295 
depending upon choice of lens. 





Produced for The Metropolitan Life Insurance Company 


Heart Interest 


Over 3,000,000 Americans to date have learned 


something about their own hearts and how to eat, work 
and play with them—to live without premature heart 

failure—thanks to the Health and Welfare Division of 
the Metropolitan Life Insurance Company for whom 


we have the privilege to produce fine pictures. 


Jie 
JAM HANDY 
COgans 


for Heart Interest in your pictures 





